ITY LIBRARY 











+> 


43rd prea International Consumer Credit (onference 
JAN 22 1957 


Miami Beach, Floridé 


June 16, 17, 18, 19, and 20, 1957 | 





ONLY PUBLICATION SERVING THE ENTIRE FIELD OF RETAIL CREDIT 


































































































Your business can double, too. 


“Credit business is good busi- 
ness. You see, our store actively 
promoted credit sales during the 
holiday season. But, we're not 
stopping now. We want year- 


round credit customers. 


“Know why? Because our cus- 


tomers have a feeling of loyalty 
to our store and therefore we 
receive repeat business as well 
as larger unit sales. Today, you 
know, you can make certain 
your increased sales volume 
consists of profitable credit sales 
with Factbilt reports.” 


Factbilt reports anywhere through affiliated members of 


Associatep Crepit Bureaus of America Ine. 


St. Louis 19, Missouri 


7000 Chippewa Street 








NEW.. 


.an easier, better way for the handling of charge accounts! 





A new highly simplified system of handling accounts receiv- 
able promises to revolutionize accounting procedures... not 
only for medium-sized stores but even for the smallest shops 
that have charge accounts. 

Developed by Remington Rand, this system — SARR 
(*Simplified Accounts Receivable for Retailers) is so utterly 
simple it may be operated without accounting machines or 
highly trained clerks... yet is the most complete, accurate 
and fastest method of accounting procedures from sale 
through billing. 

Potential savings in time and money are tremendous! 
Posting errors are eliminated. Every account may be visibly 


‘by Remingtow Rand 


indexed and signalled for quick reference and use. Accounts 
receivable adjustment inquiries are reduced. It simplifies 
the whole Accounts Receivable operation by applying 
the principles of cycle billing without the need for elaborate 
equipment and numerous personnel. It saves its entire cost 
annually —even for small retailers! 

And what's more SARR can be housed in a compact mobile 
insulated cabinet which affords certified point-of-use fire 
protection for vital accounts receivable records. 

Send for new booklet. Illustrated in full color, it shows in 
detail exactly how the system operates. Write Room 1186, 


315 Fourth Ave., New York 10—ask for KD814—"SARR.” 


DIVISION CORPORATION 
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Up to two years ago, the look- 
alike Solomon twins did the 
same things together. Even had 
polio at the same time. 


Lucent... 


Linda recovered completely. 
Sandy didn’t. 

Even today, after some $1500 
in. March of Dimes help, she 


needs braces and crutches to 
get around. 


U... 


Sandy, like thousands of other 
polio victims, still needs a lot 
more treatment. She’ll get it— 
as much as she needs. You, who 
made the Salk vaccine possible, 
can provide that care. And, 
what is more, your dimes and 
dollars will also help train the 
minds and hands of the profes- 
sional experts so desperately 
needed to give it. 


JOIN THE 


MARCH OF DIMES 


IN JANUARY 
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Here Is a Valuable Professional Letter -Writing Service Planned Especially for 
All Engaged In Retail Credit and Collection Administration 


EFFECTIVE CREDIT AND COLLECTION LETTERS 





Every day demands are made on the credit . . . Acceptance of New Account Applica- 
correspondent to produce letters that both tions 
tell and sell: . Declination of New Account Applica- 
. Credit Sales Promotion Letters to new — : 
credit account prospects . . » Promotional Letters for Instalment 
Accounts 


. Letters to Inactive Accounts . Collection Letters for Monthly and 


. Welcome Letters to Newcomers to the Instalment Accounts 
Community . . « Good Will Letters of All Kinds 


WE OFFER YOU A NEW “LETTER-WRITING”’ ASSISTANT 
For All Kinds of Business Extending Credit ... Usable By Both Large and Small Firms 


Every month subscribers receive four original letters dealing with all the various letter- 
writing situations that arise every day in credit and collection offices. In addition, you 
receive two pages of helpful ideas on letter-writing techniques and craftsmanship. A 
monthly bulletin of six pages mailed on the first of each month. 


ALL THIS ... FOR ONLY $12.00 PER YEAR 


You will agree that just one new idea ... one new and sparkling approach . . . one collec- 
tion appeal . . . will amply repay the modest investment. 


YOU ARE CORDIALLY INVITED TO TRY THIS 
UNIQUE LETTERS SER VICE 








maAaTL THIS coupon TODAY 
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Inactive Accounts. 
or 
Undeveloped Assets 
Dean Ashby 


Credit Sales Manager, The Fair, Fort Worth, Texas 
Past President, National Retail Credit Association 


N ANALYSIS shows that 20 per cent of an average 
store’s charge accounts become inactive each month. 
That is from 30 days to many months, depending on the 
promotional effort used to reactivate them. It also has 
been determined that out of every 100 customers who 
quit a store, one is either dead or unaccounted for; five 
are influenced by friends to trade elsewhere; 14 have 
unadjusted grievances (real or imaginary) ; three move 
beyond that store’s trade area; nine buy elsewhere be- 
cause of price; while 68 drift away because of store 
indifference ! 


The great majority of those who quit do so without 
explanation, thus failing to give the store a chance to 
make good. Further, those customers who quit because 
of some grievance, even though it may be but an 
imaginary one, make it a point to tell that grievance to 
their friends and acquaintances at every opportunity. 

Let us look at the investment possible in account 


records: The cost of a new account record ranges from 


$3.00 to $10.00, an average of $5.00 each. Thus: 


- $500 investment 
- $5,000 investment 
—= $50,000 investment 


100 inactives 
1,000 inactives 
10,000 inactives 


The basis of potential success in business is products or 
service for which there is an existing acceptance or for 
which a market can be created. In the range from the 
smallest neighborhood store to the largest department 
store; from the village store in the country to the largest 
institution in the city, knowledge, enthusiasm, confidence, 
and hard work are the things that build business. There 
is no other way to gain commercial success, no magic 
that can be employed, no safe short cut, but there are 
always rich rewards awaiting those who apply each of 
these elements as they build. Of these four success 
elements, knowledge probably is the most important. If 
a man, or men, responsible for progress know that the 
fundamentals of a business are right, know that the 
management policies are right, know that the operating 
methods are right, enthusiasm, confidence and hard work 
are sure to follow. 

Whether the tide of general business is going in or 
out, there is always the recurring variation of net results 
in business. One concern reports business good, while 
another in the same line reports fair, and still another 
says slow. A study of these variations in many lines of 
business over a period of several years leads to the 
definite conclusion that the difference invariably lies in 
the degree of efficiency with which selling tactics are 
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employed. Be sure that you utilize every possible means 
of selling, whether it be through the personal salesman, 
newspaper advertising, or the great field of direct mail 
advertising. 

The credit department possesses the highest sales- 
potential of any unit in your store. Your duty is not 
only the efficient collection of accounts but also the 
efficient selling of good will and merchandise. You 
can do this successfully because you are in a position 
to be thoroughly familiar with the buying and paying 
habits of your customers. 

What is the sales potential for one year of an average 
charge account? 


Department store—$362.00 

Clothing store—$85.00 

Shoe store—$35.00-$68.00 (depending on size of family ) 
Furniture store—$85.00 (after initial purchase ) 


Any store may obtain similar figures by dividing an- 
nual sales by the total average number of accounts each 
month. You can impress management by activating for 
the year in a department store: 


100 accounts @ $362.00 - 
1,000 accounts (@ $362.00 
10,000 accounts (@ $362.00 


$36,200.00 
$362,000.00 
$3,620,000.00 


—or similar amounts according to store classification. 

Does it pay you to promote business from your un- 
developed assets or inactive accounts? The answer is 
yes. 

A most valuable extension of the work of customer 
control through the classification of charge accounts 
arises through their classification into inactive accounts. 
In the course of the work of classifying customers’ ac- 
counts, the credit office will discover that there is a cer- 
tain percentage of these accounts which become inactive 
each month. That is, there will always be a proportion 
of your customers who fail to use their charge accounts 
for a period of time. This may be due, of course, to 
many things; the customer may be away from the city 
or for some reason has failed to pursue her usual shopping 
habits. 

It should be the duty of the credit department to keep 
an accurate and complete record of the accounts which 
have become inactive so that steps can be taken to prevent 
these accounts, or a large proportion of them, from be- 
coming permanently inactive and consequently a_per- 
manent loss of business. 


In order to get an immediate check on accounts which 
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have become inactive, those accounts which have been 
paid up in full the previous month and which indicate 
that no purchases have been made during the current 
month are handled in the following manner: Such state- 
ments are held out of the regular statement mailing and 
referred immediately to the credit office. These are then 
checked back against the ledger account to ascertain 
whether the account is in good standings If this is 
found to be the case, a letter and the statement are 
mailed to the customer. 

Thus, the account is solicited in the earliest stages of 
its inactivity when it is most subject to solicitation be- 
cause the customer has not had time to acquire definite 
buying habits in some other direction. At this time, too, 
the cost of the solicitation is at a minimum because the 
statements are already addressed and the use of a window 
envelope eliminates the necessity for further addressing. 

Constant use of these letters which go to customers 
whose accounts have been inactive for the past 30-day 
period or more brings exceptionally gratifying response 
and measurably reduces the inactivity of these accounts. 
One letter brought a response of 49 per cent within the 
next 30 days. That is, during the following month, 49 
per cent of these accounts had been returned to the 
active-account classification. 


Detailed analysis of the returns received has been 
made, to determine to just what an extent this method 
of cutting down the number of inactive accounts was 
successful. Over a 6 months’ period, it was found that 
the lowest percentage of response was 42 per cent, and 
the highest was 89 per cent. Thus, it proves itself to be 
a worthwhile and economical method of keeping the 
accounts on your books active and checking the tendency 
of a great many of your regular customers to alter their 
buying habits and start trading elsewhere. This im- 
mediate check-up, which results in a solicitation just 30 
days after an account has become inactive, catches the 
customer before her buying habits have become fixed in 
another direction. 


First Letter Important 


However, the most important part of the work of 
promoting business from inactive accounts is only touched 
upon when the first letter is sent out. As the outcome 
from this first solicitation results in a return of only 49 
per cent, it is imperative that something further be done 
to conserve as much as possible of the loss of business 
which the other 51 per cent of the inactive accounts will 
cause, 

For this reason, it is quite necessary that a constant 
check be kept on all inactive accounts and that they be 
followed up in a concentrated and consistent manner 
periodically so as to cut down to the minimum their 
extended inactivity. This plan, over a period of years, 
will bring a very definite response, and actually result 
in cutting down the total inactivity to an average for 
the fourth year of 6.45 per cent. 

Each month a record should be kept of the number of 
inactive accounts that are withdrawn from the ledgers. 
From this record, it is a relatively simple matter to adopt 
and follow up a consistent and productive plan for 
regular solicitation which should result in a measurable 
decrease in the number of inactive customers. Letters 





Collection Costs 


Cut 50% 
WITH EFFECTIVE MODERN 
“POSTAGRAPHS” 


Conservative, dignified and impersonal in appear- 
ance, Postagraphs economically combine the letter 
and envelope. They are mailed third class, saving 
up to 50% on postage. Yet, they have the desired 
privacy and appearance of a first class letter. 
They’re delivered to you custom printed, folded, 
sealed—-ready for addressing. 


OFFER 7 ADVANTAGES: 


Postagraphs exclusive combination design elimi- 
nates multigraphing, folding, stuffing, sealing, 
letterhead and envelope costs. 


EFFECTIVELY USED BY 


LEADING DEPARTMENT STORES. SPECIALTY 
STORES ...AND WHEREVER CONSUMER CREDIT IS 
IN OPERATION. 





SEND SAMPLE OF YOUR COLLECTION LETTER 
We'll prepare it Postagraph style and submit it 
with price list. No cost or obligation. No salesman 
will call. 


POSTAGRAPH CO. 


506 E. Lombard Street « Baltimore 2, Md. 














should be used for this purpose, as they have proved to 
be highly successful in inducing customers to resume 
shopping at your store. Experience with the use of these 
letters has shown conclusively that their consistent use 
will bring results that should be gratifying to any store. 

After a period of 120 days of inactivity on the account, 
all local inactive accounts should be contacted by tele- 
phone to learn why their account has not been used over 
a four-month period. This method is as close to a per- 
sonal contact as can be had, and often discloses informa- 
tion that cannot be learned by contacts through cor- 
respondence. 

These calls should be made during the two-hour 
period in the morning between 9:30 and 11:30, which 
seems to be the most opportune time to reach customers 
at their homes. A favorable response is indicative of the 
interest you are showing to determine whether or not 
they are trading at your store. On some occasions you 
will learn of complaints which have not been properly 
adjusted, which enables you to make a follow-up of these 
so that the customer is pleased and returns as a good 
buyer in the future. However, most contacts result in 
indicating that the customer is either trading in cash, 
or has no complaints against the store, and will make it a 
point to shop through the use of her account on future 
transactions. In a few instances it gives you informa- 
tion as to the removal, which clears up your files. In 
this connection, occasionally, it gives you information as 
to marriages, or deaths, which you have for some reason 
overlooked and not recorded in your files. 
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The average result over a period of one year would 
be as follows: 


28.0 per cent paying cash 

64.0 per cent will resume the use of their account soon 
7.0 per cent removals, marriages, and deaths 
1.0 per cent complaints 


The resuming of the use of the account is acknowl- 
edged by a letter the day after the purchase is made, 
which indicates to the customer that you are on the alert 
and notice immediately her use of her account. This is 
one procedure that all stores should use in endeavoring 
to promote the use of the accounts by inactive customers. 
It is a real sales promotion angle which should not be 
overlooked. 

During the course of efforts that are being made to 
revive inactive accounts over a period of from six to nine 
months, there is always a group which have not re- 
sponded through efforts by correspondence or telephone 
calls. ‘These represent, in many cases, substantial ac- 
counts and it is quite a mystery as to why any previous 
efforts have not revived the use of these accounts. 

In order to determine the exact reasons and give the 
personal attention to any adjustments or misunderstand- 
ings that should have been made regarding merchandise 
or services in the store, the final step should be made 
through a personal contact by a representative of the 
store, usually called a Hostess. This party will call on 
the customer at the home, indicating her representation 
as a Hostess of the store and the purpose of her call. By 
allowing her to make this very pleasant contact in the 
home of the customer it uncovers, on many occasions, 
information that is quite helpful in giving added services 
to that customer in the future. 
through any other method. 

The results from such contacts are most encouraging 
and indicate a larger purchase per account than has 
resulted in any previous contacts made on inactive ac- 
counts. It is a direct selling appeal and makes note of 
any personal desires on the part of each customer. ‘This 
campaign is paid on a basis of a per-call rate, with an 
additional bonus paid for an average purchase on the 
account over a period of 90 days after the call has been 
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made. This makes quite an attractive setup for the 
Hostess who has a great deal of initiative and ability to 
sell. While it is more costly than any other previous 
effort made on any other inactive accounts, it does bring 
results. 

A letter of acknowledgment is sent to each and every 
customer, this coming directly from the credit office to 
indicate that a record has been made of the visit and a 
pleasant contact made by a Hostess. Also, when the ac- 
count is used after this visit, an acknowledgment of this 
first purchase is made to indicate the alertness on the 
part of the credit department to notice these accounts. 

It has been suggested that after a period of from six 
to nine months of inactivity on an account, the most 
productive method to be used was to have a personal call 
made by the Hostess. However, many accounts which 
become inactive are some distance from the store, in 
outlying towns, which would not make it advisable to 
spend considerable traveling expenses in contacting these 
individuals by a call. 

Because many of these customers have bought gen- 
erously in the past, they should not be overlooked, and 
a consistent follow-up should be made to encourage them 
to use the account. One of the final appeals that could 
be made is through a letter from one of the officials of 
the company. Experience on this effort brings out that 
the customers realize that even the top executives of the 
store are interested in their patronage, and they can 
easily reply through the use of the postpaid envelope. 

Many encouraging answers are received, indicating 
that the store does retain the customer as a cash buyer 
or that she is encouraged to use the account soon. These 
answers bring complaints of unsatisfactory merchandise 
or services in the store, which were not answered in cor- 
respondence directly through the credit office, to the 
attention of the executive. This makes it possible to 
adjust these accounts to the entire satisfaction of the 
customer, and regain her as a substantial buyer in the 
future. 

This is just one more step in the extensive procedure 
to revive inactive accounts with another type of appeal. 
It does produce results, and is worthy of the efforts put 
forth. ik 
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Business Decisions That Affect Your Tax Return 


ONG-RANGE TAX PLANNING in today’s 
business world of high tax rates is no longer “big 
business foolishness.” Last-minute tax worrying with 
no year-round tax thinking can result in the loss of 
sizable savings for small and medium-sized businesses 
when it comes time to file a tax return. 

For example, assume that last summer you were 
forced to replace your air conditioner. You shopped 
around and found you could either sell your old unit 
to a private party for $500, or a dealer in town would 
give you a trade-in allowance of $500 on it. That 
seems like six-of-one, half-a-dozen-of-another to you; so 
without thinking—or worrying—about tax matters you 
traded in the old air conditioner. 

To prove how a seemingly simple business decision 
such as this can affect how much tax you will have to 
pay, let us assume further that the air conditioner which 
you traded had originally cost $2,500 and that you had 
taken $1,000 in depreciation on it. This meant its cost 
for tax purposes was $1,500, and you were going to 
“lose”’ $1,000 whether you accepted the dealer’s trade- 
in allowance of $500 or sold to the private party for $500. 

So far, still six-of-one, half-a-dozen-of-another, but now 
since you elected to trade in your old air conditioner, let 
us see how you can claim a deduction on a tax return 
for your $1,000 loss. The answer is simple. You can- 
not. All you can do is add the amount of the loss to 
the cost of your new unit, and eventually receive tax 
credit for your loss in the form of slightly higher depre- 
ciation deductions. On the other hand, if you had made 
a bona fide sale of your old unit to the private party 
and a separate purchase of a new unit from a dealer, 
you would have established a $1,000 loss which could 
be claimed as a loss deduction on a tax return and used 
to offset regular income. 

It is not always true, of course, that a loss deduction 
on the tax return is worth two in the bush of deprecia- 
tion, but a general rule to consider when you are trying 
to decide whether it would be more advantageous tax- 
wise for you to sell or trade in an asset is: sell “loss” 
property to obtain a deduction, and trade “profit” 
property to avoid the tax which must be paid on any 
profit realized from the sale of an asset. 

You may find that you have sold yourself into a 
capital gains tax or traded yourself out of a loss deduc- 
tion if you have not figured your depreciation costs 
correctly. This is a matter you should discuss with a 
certified public accountant. Not only can he verify 
the accuracy of your mathematical computations, but 
he can also explain the advantages and disadvantages 
of the various methods used to compute depreciation. 
It could be that the method you used or are using is 
not the one most suited to your business needs from a 
tax standpoint. 

For example, if you asked a CPA whether you should 
use the straight-line or declining balance method to de- 
preciate your new air conditioner, one of the first ques- 

This article is based on information supplied by the Ameri- 
can Institute of Accountants, the national professional organ- 


ization of certified public accountants, and checked for technical 
accuracy by the Internal Revenue Service. 


tions he might ask you would be: What are your 
cash requirements and what are your profits likely to be? 
If you are thinking of expanding and need additional 
cash within the next few years, he might recommend 
that you use the “new” declining balance method to 
compute depreciation. 

The declining balance method “speeds up” or increases 
depreciation rates. This starts the chain reaction to your 
objective of retaining cash in the business, because when 
you increase depreciation rates you also increase allow- 
able depreciation deductions in your tax return. The 
amount you may write off the first year is twice what it 
would be if you used the straight-line method; so by 
applying a $1,000 instead of $500 depreciation deduc- 
tion against your regular income, you are going to re- 
duce your taxes, and cash that does not have to be paid 
out in federal taxes can be retained in the business for 
expansion purposes. 


« It seems all good things eventually come to an end, 
however, and while in the first year the declining bal- 
ance depreciation rate may be double that of the straight- 
line, this differential diminishes in succeeding years until 
declining balance deductions are even less than they 
would be under the straight-line method. This is why 
it is important that you consider current and future 
earnings before you select a depreciation method. 


For example, if your current earnings are low, or if 
you are putting in a new line of merchandise and the 
results of this expansion will take a few years to show 
in your earnings, it might be more advantageous tax- 
wise for you to use the straight-line method of computing 
depreciation. 


Substantial Depreciation Deductions 


The straight-line method does not “speed up” depre- 
ciation deductions. It spreads them out equally over 
the estimated useful life of the asset; so when you use 
a straight-line method you are saving, in a sense, for 
a rainy day. When your earnings improve or increase, 
you will have more substantial depreciation deductions 
to apply against those earnings. There usually is no 
point in increasing a loss or reducing low earnings by 
claiming additional depreciation deductions when you do 
not need them. 


A point to remember when you are trying to decide 
whether to buy new or used equipment is that second- 
hand equipment must be depreciated by the straight-line 
method. ‘This tax factor should be considered, because 
loss of the opportunity to use the declining balance 
method with its rapid write-off feature may cancel any 
immediate savings effected by the purchase of used equip- 
ment. 

The matter may have been decided and forgotten many 
years ago, but a basic question businessmen should con- 
sider from time to time—and one which has many tax 
implications—is whether to do business as a proprietor- 
ship, partnership, or corporation. ‘There may be personal 
or professional factors that force the selection and main- 
tenance of a noncorporate form of organization, but de- 


(Turn to ‘Tax Return,” page 31.) 
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Credit Trade in Scotland 


R. MITCHELL WATSON, President, Scottish Credit Traders Federal Board, Edinburgh, Scotland 


ANY PEOPLE are inclined to forget that credit 

or instalment trading is shrouded in the mists of 
antiquity and not something we imported from America 
during the early days after World War I. ‘There are 
records of the sale of the “Wycliff Bible” round 1300, 
to the poorer parishes who were allowed to pay by in- 
stalments. In 1654 the literary genius of Gayton found 
expression in exquisitely written notes upon Don Quixote 
and you find him writing on one category of “brewers, 
clerks, bakers, and all Tallymen.” 

Just a note about the word ““Tallyman” ; a word which 
some people use with an ugly twist, although usually 
that type of person would just as readily call a clergy- 
man a “Bible puncher” or a shop assistant a “counter 
jumper.” “Tallyman” simply means a person who keeps 
a “tally” or record and you will remember at the start 
of the 19th century many traders and most customers 
were absolutely illiterate and notches were cut in a 
stick to keep a tally, or record, of the accounts between 
them. 

In the Perth Museum, Perth, Scotland, they cherish 
the Minute Book of the Perthshire Packman’s Associa- 
tion. Early in 1700 they established a common fund 
for the relief of destitute traders. Their rules dealt 
chiefly with the keeping of the Sabbath, the giving of 
true measure, noninterference with a colleague’s custom- 
ers, and cash relief for destitute packmen or those who 
had been robbed by footpads. Call us what you like-— 
chapman, packman, tallyman, Scotch draper, travelling 
draper or credit trader—our system of business has stood 
_ the acid test of some hundreds of years. 

Let me explain the difference between credit sales 
and hire purchase. In hire purchase the goods remain 
the property of the hirer or trader until the instalments 
are all paid, while in a credit sale the goods become 
the property of the customer when they are sent or 
delivered. A banker in prewar days described a credit 
trader as a businessman who had collected most of his 
money by instalments long before the cash trader dared 
send out his bill. 

Instalment selling had its beginning because a demand 
was created owing to the fact that many people were 
living very close to or on the property line and simply 
could not purchase goods for cash. The early days of 
the nineteenth century saw a development of instalment 
trading and the “Hungry Forties” fostered the system. 
It grew among people who, because of economic con- 
ditions over which they had no control, did not have 
sufficient ready money to feed and clothe their growing 
families. 

We have seen the system which the old Scotch pack- 
man of the Seventeenth Century fostered, spread to all 
sections of the economic life of the country. The 
‘Treasury uses an instalment system for the collection 
of income tax and is now elaborating on that field of 
collection. Progressive boroughs use it and the build- 
ing-society movement thrives on it. I purchase my 
share of my pension or annuity by instalments; even 
the co-operative societies use it through their mutuality 
clubs, and it is acknowledged that the War Savings 
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Campaign could never have succeeded in tapping the 
pockets of millions of people without the buying of 
instalment stamps for the purchase of bonds. 

You will want to know what credit traders sell and 
how they carry on their businesses. The bulk of the 
business of our members is the sale of all types of 
clothing for men, women, and children, footwear of all 
descriptions, together with household goods and bed- 
ding—all of which are sold on instalment terms. The 
credit granted in normal times is 30 to 40 weeks, but 
today 20 weeks would be nearer the mark. Ninety-five 
per cent of our present sales are in “Utility” (wartime 
clothing control standard) goods and we are probably 
playing as great a part as any in distributing these wares. 
The goods are in many cases ordered by pattern or from 
sample and the order is given to a salesman-collector, 
known in the trade as a “traveller.” He takes the 
order, sees that the goods are delivered, and he calls 
at the house of the customer to collect the weekly in- 
stalments. Because of the scattered nature of the rounds, 
the calls in country districts are sometimes made fort- 
nightly or monthly; in some of the remote farming areas, 
the call may be only quarterly. 

Here I want to explode a myth—the oft-told story 
that our bad debts are heavy. Mr. and Mrs. John Citi- 
zen of the little streets and the small cottages and villas 
are honest. Ninety-nine and five-tenths per cent of our 
customers are dead straight. That may seem a sweeping 
statement but it is true; I can produce hundreds of 
ledgers to prove it. Ninety-five per cent of our custom- 
ers meet their bills with fair and reasonable prompti- 
tude, +.5 per cent are honest but may be a little 
slow in their payments, due to sickness, unemploy- 
ment and large families. That leaves only one-half of 
one per cent whom I would describe as dishonest in their 
intentions. 

A credit trader’s round or collection of customers is 
exceptionally valuable; his book debts in normal times 
fetch over 20 shillings in the pound because of the good- 
will value. Once a customer is procured and is proved 
to be good, that customer seldom or never goes off the 
books. Dealing with the same man three generations 
is a usual occurrence and 50 years’ continuous trading 
is common. 

The credit trader, or his traveller, knows the family 
tree of each customer and his relations. He is con- 
sulted upon every subject under the sun; he becomes the 
“confidant” of the household. Credit traders witness 
more wills and sign more private documents in humble 
homes than any other group in the community. The 
weekly visit is looked forward to (woe betide the credit 
trader’s traveller who is a quarter of an hour late in his 
weekly call), and to alter the day of calling is an 
event that has to be explained in every household. 

Now every successful and expanding business must 
have its critics and it would be idle for me to deny 
that there are occasional and spasmodic attacks on 
instalment trading. I concede that the strong castiga- 
tions of these few commentators may be correct in rare 
and isolated cases, but we might reasonably ask that 
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such critics make it clear to the public that their state- 
ments are not intended to apply generally to all those 
engaged in the particular form of trading under their 
review. 

Now let me turn to some of the criticisms of the 
credit trade: 


(1) That we do most of our business with the wives 
of the working-class men. Of course we do, and so 
does any other branch of retailing whose main business 
lies among working-class folk. In 99 per cent of such 
homes, Mother is the Chancellor of the Exchequer 
and the whole financial operation of the household 
revolves round her. Each week’s wages, in whole or 
part, are brought to her, and she budgets for the coming 
week. Any of you who know the tailoring or outfitting 
trades among working-class people will agree that Mother 
is the main factor in the choice of suit, overcoat, or cap 
for her man, and she usually does all the buying of 
shirts and underwear. Frankly, I wish some men 
would take more interest in the budgeting of their 
home exchequer—they would be less inclined to keep 
back so much cash for their beer, tobacco, little flutters, 
and pools. Show me a good home, and | will show you 
a good wife and mother—we are quite happy to admit 
that our main business transactions are with “the hand 
that rocks the cradle.” 

(2) That we trade with wives unbeknownst to the 
husband. How you can call at a house week in, week 
out, year in, year out without meeting the husband is 
quite beyond my comprehension. Supposing there were 
some collusion between the purchasing wife and the 
credit trader—are you seriously going to suggest that 
if your wife appeared in a new coat next Sunday you 
would not notice it? (You would have an unpleasant 
minute if you did not.) If your boy went back to 
school this term with a new suit, do you argue that you 
might not notice it? Is the ordinary working-class man 
blind to what goes on in his own home? 

The late Professor John Hilton in his intimate talk 
to folks through the British Broadcasting Corporation 
put it very bluntly to some grumblers when he said, 
“If there is a new carpet on your parlor floor and you 
do not know where it came from, it is your duty to find 
out.” The story of the “unaware husband” is usually 
an excuse to avoid payment of just dues and in the vast 
majority of cases will not stand up under investigation. 

(3) On some rare occasions we are told we sell in- 
ferior goods at high prices to poor people. To begin 
with, I have too high an opinion of Mrs. John Citizen. 
The wits of the working-class housewife have been 
sharpened by years of small wages and broken employ- 
ment. She is a good shopper—better, I suggest, than 
her sister in the higher walks of life—and she is all out 
to get the best value for her money, whether she is buy- 
ing on cash or on credit. But there is another reason, 
and a more selfish one, why the credit trader cannot even 
think of selling inferior goods whether cheap or dear. 
What chance do you think we would have of collecting 
our money by weekly instalments—especially the final 
instalment—if Father’s suit was a ruin, Mother’s coat 
was a wreck, or the blankets had shrunk in the wash? 
Remember, we have to collect our money when the 
goods are in wear. We were the first of all the organized 
trades to tell the Board of Trade that they were mak- 
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ing a mistake in manufacturing such low grades of 
wearing apparel; we told them this in 1940, but our 
advice was not taken. 

(4) We are told that our prices are higher than 
those in the average cash shop. In normal times many 
of our members took a credit facility charge of five per 
cent. Some of you may say that credit could not be 
given for such a small charge. I will let you into one 
of the secrets of the success of the credit trader: He 
can tell you today what his takings are likely to be 
within a five-point note, in six months’ time. He is 
therefore able to budget for his business and to de- 
termine his buying better than can his cash competitor. 
I have never known a credit trader forced to have a 
bargain sale to get rid of surplus stock. Do not take 
my word for this; ask any accountant who has audited 
the books of a credit trader. He will tell you that the 
evenness of takings has to be seen to be believed. 

(5) We are sometimes told that we force goods by 
expert canvassing on easily persuaded purchasers. We 
spend hundreds of pounds every year trying to avoid the 
person who is prepared to buy goods on credit from 
anyone and it will be no surprise to you to know that 
we have a Protection Register or Reference Bureau. 
The same person who buys recklessly from the grocer, 
the butcher, the dairyman, also buys recklessly from us. 
The same person who is behind with the rent is the 
same person who is lying in wait to be “forced” to 
accept our goods. Good credit selling is the art of 
helping people to want things they rightly need and can 
honestly afford to buy. wkk 
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History Highlights 
of the 
National Retail Credit Association 


1912—August—Retail Credit Men’s National 
Association founded at Spokane, Wash- 
ington. Present membership—approxi- 
mately 41,500. 

1912—The Crepit Wor -p first published quar- 
terly. 

1914—October—The Crepir Wortp made a 
monthly and enlarged. 

1916—October 22—Retail Credit Men’s Na- 
tional Association incorporated under 
laws of Colorado. 

1918—August—Executive Secretary appointed. 

1921—August—National Association of Mer- 
cantile Agencies affiliated with Retail 
Credit Men’s National Association. 


Credit Service Exchange Division formed. 


(Now Associated Credit Bureaus of 
America. ) 

1927—August—Name changed to National Re- 
tail Credit Association by amendment to 
Constitution at Providence Convention. 

1927—October—R. Preston Shealey appointed 
as Washington Representative, with of- 
fices in the Colorado Building. 

1928—First Retail Credit Survey published by 
the Department of Commerce in co- 
operation with the National Retail 
Credit Association. 

1930—June—Supervising Collection Depart- 
ment formed at Toronto Convention. 
(Now Collection Service Division of As- 
sociated Credit Bureaus of America. ) 

1932—June—National Consumer Credit Re- 
porting Corporation formed and incor- 
porated. 

1934—January—National Retail Credit Asso- 
ciation incorporated under the Laws of 
Missouri under Article 10, Chapter 32 
of the Revised Statutes of the State of 
Missouri, 1929, entitled, “Benevolent, 
Religious, Scientific, Fraternal, Benefi- 
cial, Educational and Miscellaneous As- 
sociations. ...” 
June—District organization formed. 
Eleven Districts created, each District 
having its own officers, directors, consti- 
tution and by-laws. Subsequently Dis- 
tricts realigned making 12 Districts in all. 
President and General Manager-Treas- 
urer of the National Retail Credit Asso- 
ciation to serve on Board of Directors of 


N.C.C.R.C. and President and General 


Manager N.C.C.R.C. to serve on Board 
of Directors of N.R.C.A. 

1935—June—Resolution passed at Rochester, 
New York, to dissolve the Bureaus Hold- 
ing Corporation and return N.R.C.A.’s 
holding of 51 per cent of stock of 
N.C.C.R.C., to that organization. 

1937—June—Silver Anniversary Conference at 
Spokane. 
Credit Women’s Breakfast Clubs of 
North America made a Division of the 
N.R.C.A. Incorporated 1955 as separate 
organization, affiliated with N.R.C.A. 

1938—President and General Manager-Treas- 
urer of N.R.C.A. and President and 
General Manager of ACBofA by action 
of both associations no longer to serve on 
Board of Directors of other organization. 

1938—Retail Credit Fundamentals by Dr. Clyde 
Wm. Phelps first published. Second 
edition in 1947. Third edition in 1952. 

1940—By-laws amended to permit the President 
and immediate Past President of CWB- 
CofNA to serve on Board of Directors of 
N.R.C.A. 
Streamlined Letters by Waldo J. Marra 
published. Revised 1955. 
Sound slide film, “Credit—The Life of 
Business,” produced. 

1946—How to Write Good Credit Letters by 
Wm. H. Butterfield first published. En- 
larged edition, 1947. 

1947—Important Steps in Retail Credit Opera- 
tion by Dr. Clyde Wm. Phelps published. 

1949—Retail Credit Management by Dr. Clyde 
Wm. Phelps published. 

1950—July—Ground broken for new office 
building. 

1951—March—Moved into new building. 

1953—-April— Mortgage on headquarters build- 
ing paid in full. 

1953—Physicians and Dentists Credit and Col- 
lection Manual published. 

1954—Retail Collection Procedure and Effective 
Collection Letters published. 

1955—March—16 mm., 25-minute black and 
white motion picture, “The Good Things 
of Life—on Credit” released. Shown be- 
fore many audiences from coast to coast 
in the United States and Canada. 

1957—January—Retail Credit Sales Procedures 
and Letters published. 
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NEW YEAR usually brings to our hearts a real 

desire to improve our record of the previous year. 
Most of us, whether we make it known or not, do make 
New Year’s resolutions and that is as it should be. It is 
always in wholesome order for individuals to make 
worthy resolutions at the beginning of the New Year, 
even if they are lost by the wayside, for it is ‘better to 
have resolved and failed than not to have resolved at all. 
As we plunge into the New Year 1957, let us strive to 
fill its clean white pages with good resolutions and 
worthy aims. They will help us write a better record 
as the months unfold. 

One very important New Year's resolution could be 
to attend your local credit association meetings regularly, 
if you are not now doing so. Regular attendance on 
your local meetings will pay dividends and is the one 
sure way of receiving full value from your membership. 
I would remind you, also, that your district meeting is 
in the offing; some of them even next month. The dates 
and places are listed in each issue of The Creprr Wor p. 
Every member who can find it possible to do so, should 
immediately make plans to attend the district conference. 
It is amazing the amount of knowledge and inspiration 
that can be had from a firsthand contact with fellow 
credit managers, all of whom have something in common. 
Another most important New Year resolution would be 
for your attendance at our International Consumer 
Credit Conference in Miami June 16 to 20, 1957. 
Great plans are already made and working to make it 
outstanding. The Miami credit group joined by Dis- 
tricts 3 and 4 of the National Retail Credit Association, 
with H. D. Jarvis of Burdine’s, General Chairman, are 
quite active at this moment in publicizing and arranging 
for the conference. Don’t delay! Make your reserva- 
tions now and reap the benefits of this marvelous oppor- 
tunity to gain new ideas about consumer credit sales 
promotion and procedure. It should be a MUST on 
all our calendars for the New Year. 

At the 1954 conference in San Francisco, George A. 
Scott, president of the Walker-Scott Company, San 
Diego, emphasized the great need and importance of in- 
dividual effort and development by posting an award of 
$500 per year, now known as the Scott Award, to be 
presented each year for 10 years to the individual most 
outstanding in our National Association. The rules are 
being publicized regularly in The Creprr Wort. I 
urge our district presidents and officers to give it wide 
publicity and let us have an outstanding candidate for 
the Scott Award from each district to be considered at 
the International Conference. Only through a universal 
effort in all our districts can this offer from a true and 


generous friend of the National Retail Credit Associa- 
tion reach its maximum benefit. Let’s make it work! 

The beginning of this New Year is also a good time 
to remind you of our six objectives for 1956-57. You 
will recall them as: Membership Activity, Education— 
Public Relations, Legislation—National Economy, Co- 
operative Relations—Affliations, Research—Statistical, 
Re-evaluation Survey—A Blueprint for Tomorrow. I 
hope you will earnestly consider them in your plans for 
1957. I hope to emphasize them with some further dis- 
cussion through this page in the months ahead. 

I would stress the last of these objectives for the 
month of January. A re-evaluation survey of your own 
office procedure to ascertain its strong and weak points 
might be advantageous. It is sometimes revealing just to 
sit down with pencil and paper and analyze a job or jobs, 
and often time- and money-saving improvements can be 
made. Particularly would I urge our local association 
officers to inaugurate a Re-evaluation Survey beginning 
with the New Year. A strong well-qualified committee 
appointed to survey and re-evaluate in detail all the ac- 
tivities and services of the local association and to report 
its findings with its recommendations after such survey, 
would prove invaluable and in many instances will sur- 
prise the members with its facts and findings. Such a 
committee could evaluate and make recommendations 
about the potential in membership, methods used to ob- 
tain new members, what brings about the loss of mem- 
bers, the dues schedule, the territory served by the as- 
sociation, suburban areas and their interest in them, 
methods of educating credit personnel and the credit user, 
the weekly program, the social aspect, contacts with man- 
agement, and on and on as the various angles present 
themselves. A survey like this with its supporting facts 
all done up in a written report, including recommenda- 
tions, would not only keep the association busy for the 
whole of 1957, but it would also lift it to the “top shelf” 
in activity and service, and become a Blueprint for To- 
morrow. The same holds true for the district organiza- 
tions. Why not try it now! 

I close this message with my sincere and best wish 
for your continued health, happiness, and prosperity in 
1957. May you enjoy all of them abundantly. 


Himbaslay 2S5ecnut 


President 
National Retail Credit Association 
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N NOVEMBER 19, 1956, Sterling S. Speake 

opened his 149th Credit School since becoming 
associated with the National Retail Credit Association 
in February, 1953. In that time he has trained an 
estimated 15,000 people in better credit and collection 
procedures. His work has had a most beneficial effect 
on the stabilization of consumer credit generally in 
this continent. 

This 149th School was held at Port Arthur, Texas. 
Concerning it, J. Roy Faulkner, manager, Retail Mer- 
chants Association and The Credit Bureau of Port 
Arthur, says: “We have just closed a very successful 
Retail Credit School with Sterling S. Speake as the 
instructor. Here is a photograph of the class [shown 
below on the left]. The School was well attended 
with more than one hundred enrolled. Interest and 
attention were high throughout the entire course. Ster- 
ling is well qualified as an instructor and did a grand 
job for us.” 

Another highly successful Sterling S. Speake Credit 
School was held in September, 1956, at Tulsa, Okla- 
homa, with an attendance of 137. Glowing reports of 
that School have come to us. See photograph of the 
Tulsa School below on the right. 

Typical of the many comments that come to us is 
this by James D. Hays, general manager, Credit Bureau 
of Harrisburg, Pennsylvania. Mr. Hays says: “It was 
one of the most gratifying experiences that your Credit 
Bureau manager has been privileged to enjoy, to see 
the keen interest displayed by all those enrolled. It 
was a serious body of men and women wanting to learn; 
to benefit themselves, and for three hours each evening, 
except for a ten-minute break, there was not a single 
person leaving the schoolroom. It was highly interest- 
ing to watch how eagerly they listened, to see the nod- 
ding of heads in assent, and then to receive the en- 
thusiastic comments at the close of each session. 
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A Signi icant Edict > aw» ow 
She ing < Speake cot Shoals 


“Sterling S. Speake taught—lectured; they listened. 
His methods are splendid and so well presented. Several 
said that they did not realize that they had been listen- 
ing for three hours to a superb lecture covering their 
everyday duties in a credit office. His presentation 
made everyday duties seem so- important, so unusual 
and interesting. He gave them the real meat and 
fundamentals of credit granting at the first session. 
Other related specific subjects were covered in the next 
two sessions. It is the feeling of your Credit Bureau 
manager that this is absolutely the best project we have 
ever brought our members. All who miss this oppor- 
tunity need only ask those who attended.” 


Credit Schools Well Attended 


In addition to those cities mentioned, Mr. Speake has 
conducted Credit Schools at these places since July, 1956: 
Joplin, Missouri; Huntington, West Virginia; Albany, 
New York; Glens Falls, New York; Dover, New Hamp- 
shire; York, Pennsylvania; Springfield, Massachusetts ; 
Hagerstown, Maryland; St. Catherines, Ontario, Can- 
ada; Erie, Pennsylvania; Clarksburg, West Virginia; 
and Paducah, Kentucky. Each School was well attended 
for three nights, from 7:00 to 10:00 p.M., at a cost 
of only $10.00 per person, which included a copy of 
Retail Credit Fundamentals by Dr. Clyde William 
Phelps. It is clear that there is a tremendous demand 
for this type of professional credit educational course. 
You are cordially invited to take the initiative in bring- 
ing Mr. Speake to your city. Mr. Speake’s itinerary 
for the early months of 1957 is practically filled. How- 
ever, please write to the National Office for open dates. 
The time to do this is now. You are offered a wonder- 
ful credit educational course which will have immeasur- 
able effect on betterment of credit conditions locally and 
improve the procedures of your local credit offices. 
Please send in your request today. 
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Register Now For Miami Beach 


IGHT NOW is the time for you to make your 

reservations for the 43rd Annual _ International 
Consumer Credit Conference to be held in Miami 
Beach, Florida, June 16-20, 1957. The conference 
hotels will be the Fontainebleau, Eden Roc, and Empress, 
with overflow going to the Sorrento, Sovereign, and 
Broadripple Hotels. All are within a block of the 
Fontainebleau. Reservations for accommodations at the 
conference hotels must be accompanied by a deposit, 
the equivalent of one day’s room charge. If unable 
to attend and reservation is canceled one week prior 
to June 16, the hotel will refund the deposit. 

To expedite the handling of registrations, the regis- 
tration fee of $20.00 per person must also accompany 
request for hotel reservation. Designate hotel preferred, 
type of accommodation, and date you plan to arrive. 
Give first, second, and third choices. 

The picture on the front cover of this issue of The 
Crepir Worip shows the Fontainebleau Hotel in the 
foreground. In back of the hotel are the Sorrento 
and Empress Hotels. The picture below shows the 
Fontainebleau in the center, Sorrento on the left, and 
the Eden Roc on the right. In the foreground is the 
Atlantic Ocean and in the background Biscayne Bay. 





Mail request for hotel 
and registration fee to: 


reservation, room deposit, 


International Consumer Credit Conference 
375 Jackson Avenue 
St. Louis 5, Missouri 


Hotels, number of rooms promised, and rates follow: 


FONTAINEBLEAU—25 Parlor Suites, $38-$45 

350 Twin-bedded rooms (single or 
double occupancy), $14-$16 

177 Twin-bedded rooms (two occupants), 
$14-$16 

200 Twin-bedded rooms (two occupants), 
$10 facing Western Exposure, $12 
Northern Exposure, $14 Ocean 
Front or Ocean View 

5 Parlor Suites, $20 
35 Twin-bedded rooms (two occupants), 
10 


EDEN ROC— 
EMPRESS— 


SORRENTO— 


6 Twin-bedded rooms (one occupant), 
6 Twin-bedded rooms (one occupant), 
$6 
SOVEREIGN— 


1 1-room Parlor Suite, $20 
40 Twin-bedded rooms (two occupants), 
$8 


20 Ocean-front Twin-bedded rooms 
(two occupants), $10 

20 Single rooms, $5 

20 Twin-bedded rooms, $7 

20 Rooms (three occupants), $9 


BROADRIPPLE— 


Host to some 1,500,000 guests annually, Miami 
Beach attracts vacationers every month of the year from 
every part of the United States, Canada, and Latin 
America. Here are lodgings for 125,000 visitors in 
378 hotels and 2,200 apartment buildings, all within 
a few minutes of ocean beaches, golf courses, fine shops, 
restaurants, deep-sea fishing, night clubs and numerous 
spectator sports ranging from horse racing to football, 
depending on the season. 

Miami Beach is built on a series of islands one to 
three miles off the mainland, with Biscayne Bay sepa- 
rating the city from Miami on the west and the broad, 
blue Atlantic stretching away eastward. Train and 
plane passengers disembark on the mainland, arriving 
in Miami Beach by bus or automobile across one of 
the three causeways spanning the bay. ‘The first im- 
pression a stranger receives of the city is the sparkling 
cleanliness. Smoke, smog, and dust are pleasingly absent, 
as also are most of the pollens that cause hay fever. 

The city was founded in 1915, designed from the 
start as a vacation playland. One of the results is the 
abundance of recreation areas, including eight ocean- 
front parks with nearly two miles of bathing beach, 
numerous playground parks with facilities for various 
games, and two 18-hole public golf courses. The city 
also operates a year-round program of music, dances, 
cards, study groups, and related activities at three civic 
centers where visitors may enjoy themselves at little 
or no cost. 

Miami Beach is Fabulous 

Convenience is a key to the advantages the visitor 
enjoys at Miami Beach. A permanent population of 
51,000, doubled and tripled by vacationers, assures such 
big-city services as modern stores, hospitals, bus and 
taxi transportation, banks, brokerage houses, restaurants, 
night clubs, libraries, and schools. Yet the out-of-doors 
is close at hand: deep-sea fishing 30 minutes away, golf 
courses no more than 10 minutes and the wilderness of 
the Everglades National Park little more than an hour's 
drive from the luxury and fashion of the ocean-front 
hotels. 

Waterway tours enable visitors to obtain intimate 
glimpses of the homes of the many famous persons who 
live in Miami Beach during the winter, as well as the te- 
pees of the Seminole Indians who still have a village on 
the mainland. Just south of the mainland is Fairchild 
Tropical Garden, with the largest collection of palms 
and many other tropic plants in this country. Also 
just south, on the second island below Miami Beach, 
is an aquarium that is among the largest in the country, 
with an extensive display of the fish, from the largest 
to the smallest, found in waters thereabouts. 


PLEASE USE Registration Blank which ap- 
pears on page 31 of this issue of The CREDIT 
WORLD. Hotel deposit must accompany check 
for registration fee. 
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What Is the Most Important i 





The problems of credit managers are multiple, but in some 
years the magnitude of various of these problems will increase 
and require greater attention. The year of 1957 brings us 
continued great problems in credit education. Our approach 
must be a three-pronged attack as the education must be di- 
rected to (1) our customers, that their credit obligations re- 
quire their paying promptly in accordance with the type of 
account and/or agreement. It is generally agreed that most 
people are capable of handling their personal affairs quite well, 
but we must educate the remaining persons in obligating them- 
selves to a limit that they are able to pay and in accordance 
with the agreed conditions. We, as credit people, should never 
miss an opportunity to educate a customer against overexten- 
sion of paying ability. We must constantly educate (2) our 
personnel on sound credit practices, policies, and procedures 
and also in good credit department public relations. Only 
through complete education of these principles can we expect 
our clerks to convey to the customer how much we value 
present and continued patronage. In many firms it is still 
necessary to educate (3) management on the value and po- 
tential value of their credit department in that capable, well- 
trained, well-paid people are essential, and that up-to-date 
systems, modern equipment and offices are as much a part of 
the service necessary to serve the customer properly as is de- 
livery, or any other service rendered for accommodation or 
satisfaction of the customer. Another equally important prob- 
lem in 1957 is costs. Due to the diminishing return in the 
past few years on investment and sales, we must constantly 
analyze the costs of operating the department. We must ob- 
tain the utmost production from our personal or personnel 
training to handle the work load. We must use modern sys- 
tems and equipment best suited to the operation and the econ- 
omy of the firm, so that we obtain “the mostest for the leastest” 
in performing the duties necessary to accomplish our goal. All 
duplication and unnecessary operation must be eliminated so 
that we may be able to stave off temporarily, at least, some 
of the ever present and mounting service charges. Many times 
the expenditure of a few hundred or few thousand dollars can 
result in a saving in a year or two of actual dollars many times 
the cost. When and if we have accomplished the above steps, 
many collection problems will have disappeared, and we are 
ready to solicit and hold new business——G. G. Alexander, 
Credit Manager, Linz, Dallas, Texas. 

x 

The most important retail credit problem in 1957 
will be related to the tighter money conditions pre- 
vailing. The demand for money is in excess of the 
supply. Deposits in banks, which become a source of 
credit, are at a high point, but are inadequate for the 
demand. Banks must, therefore, borrow from the Fed- 
eral Reserve Banks to meet the needs of their cus- 
tomers. Since the banks have to pay a higher discount 
rate, the interest paid by the consumer will probably 
be higher. To make loan portfolios more liquid, there 
will be a tendency toward shorter terms. This means 
that the customer will be under pressure to make larger 
payments on the money he borrows and on the mer- 
chandise he. buys. The retailer who seeks to maintain 
or increase his sales will, therefore, face the problem of 
making heavier demands upon his customer. This 
means that the customer will have to make larger pay- 
ments both when buying his merchandise and when 
liquidating the account.—L. A. Brumbaugh, Assistant 

Vice President, Valley National Bank, Phoenix, Arizona. 

7 2 

The most important over-all credit problem for 1957 is 
that of controlling extension of credit while continuing a 
profitable operation. The growing tendency toward longer 
terms, flexible limits, and easier payments increases the dan- 
ger of overloading the credit user to the point where even a 
minor interference with plans or with income can prove dis- 
astrous to him. If we are to avoid governmental restrictions 
it is required that every credit granter do his utmost to ex- 
tend credit in such a way as to maintain our healthy economic 
condition. We believe that extensive study of ‘“‘one-purpose” 
and “flexible limit” revolving credit accounts should be made 
to determine how much additional time is required for liqui- 
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dation. Increased cost of capitalization has forced an increase 
in service charges and this, coupled with our obligation to our 
customers and to our business, requires more care in the formu- 
lation of credit policies and in the extension of credit than 
ever before.—J. Bush, Treasurer, Stewart and Company,’ 
Baltimore, Maryland. 

x *«* * 


In the analysis of applicants for long-term real estate 
loans, the credit characteristics of the proposed bor- 
rower—not only with respect to his handling of previ- 
ous real estate transactions, but also with respect to 
his ability or lack of ability to use and manage retail 
credit facilities properly—have to be carefully consid- 
ered and have an important bearing on the final de- 
cision in approving or declining a loan. It is not in- 
frequent that we encounter proposed borrowers who 
are unable to meet our requirements for real estate 
loans primarily because they have secured retail credit 
to the point where they are having difficulty meeting 
current obligations without taking on the additional 
burden of the real estate loan. We hope that the rather 
comprehensive and detailed credit analyses given by 
real estate lenders have the desirable effect of helping 
to curb unwise and hazardous extensions of credit both 
in the individual cases and in the consideration of the 
over-all credit problem. Also, I think in explaining 
reasons for refusal to extend real estate loan credit the 
lending institutions, both intentionally and indirectly, 
furnish a credit counseling service to the proposed bor- 
rower that may be helpful to him in straightening out 
some of his credit problems. I believe this credit 
counseling should become a more positive process in 
both our area of credit activity and the field of retail 
credit. I believe, in both fields, credit managers should 
not set up arbitrary rules of acceptance or rejection 
influenced primarily by how strongly they are moti- 
vated in making a deal; but should adopt independent 
guides for helping credit seekers to stay within reason- 
able ranges of credit consistent with the individual 
problem. We all recognize, of course, that today’s high 

. business velocity is dependent upon the extensive use 
of credit; that there is no longer a stigma attached to 
enjoying today the things that you cannot afford until 
tomorrow. I do not believe we need to worry too much 
about the volume of credit extension progressively 
breaking new records if in retail credit and mortgage 
loan credit, and all other forms of credit extension, 
the brakes are intelligently applied to the individual 
borrower who is trying to go too far, and credit counsel- 
ing and credit education for credit seekers is provided 
by the credit analysts and credit managers.—Antone 
R. Bowler, President, The Jordan Mortgage Company, 
Denver, Colorado. 

- 2 


In view of a probable continued rise in all types of operat- 
ing costs—including labor, merchandise and money—retail 
management will be faced with continuing problems of hold- 
ing the price line to meet competition in the face of higher 
operating costs. These problems will be passed on to credit 
management with the result that credit managers will find it 
essential to hold down their operating costs in every possible 
way, and at the same time give the type of service to customers 
and potential customers which will assist management in main- 
taining and increasing sales volume. One important way in 
which credit managers can achieve their objectives under these 
conditions is to work closely with their credit bureaus in de- 
signing new streamlined services, which will provide them with 
the essential information they need in their credit transactions 
within the time in which they must have it in order to ac- 
commodate their customers, and not lose them to competitors. 
—W. D. Conel, General Manager, Retail Merchants Credit 
Association, Los Angeles, California. 

=: 2 F 


To give my opinion as a store head, I believe that 
more than ever the prime problem in the field of retail 
credit is that of prompt payment, or collections. Cer- 
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tainly, sales promotion through the credit department 

is of as much value today as it ever was, but it appears 

to me that credit has become so much an accepted part 

of present-day retailing that customers almost auto- 

matically take for granted that their shopping with you 

entitles them to charge-account privileges. Putting it 
another way, it seems that customers do not need as 
much urging to open accounts as they do to pay them, 
which brings me to the point of suggesting that the 
fundamentally great indie institutions a America 
would do well to develop a uniform one-purpose ac- 
count pattern, adding a service charge to the account 

not paid within a reasonable time, whether it be 30, 

60, or 90 days, this to be determined by the sound credit 

minds which attend your conventions, by local credit 

associations, or by individual stores. This is my: firm 
conviction despite the fact that Cox’s offers 30- and 

lay accounts, Cox’s Constant Credit (revolving 
credit}, and all the other “fancy-work”; despite the 
fact that we have, until now, solicited charge business 
with every method in the book and a few not yet writ- 

ten in the book; and despite the fact that for years I 

have been a devout (yes, even radical) advocate of 

building business through credit sales promotion.— 

Robert M. Cox, President and General Manager, Cox’s, 

Inc., McKeesport, Pennsylvania. 

x * * 

Out with the old! Budget accounts, instalment accounts, 
and credit managers. In with the new! Revolving charge ac- 
counts, cycle billing, and credit sales managers. The trend 
to cycle billing with revolving credit is sweeping the country. 
The “Revolving Charge” method of selling brings an increase 
in credit earnings and a reduction in credit payrolls by elimi- 
nating credit and collection specialists; but it also has a tend- 
ency to create overbuying and, therefore, a credit saturation 
for the debtor. I believe that the ease with which customers 
can purchase goods on credit and perhaps “overload” leads us 
to the most serious credit problem confronting us in 1957. 
How many additional “low monthly payments” can a customer 
stand on a fixed income before he has reached a saturation 
point? How long before customer resistance to promotional 
selling sets in? How long before the “leveling-off” period 
begins? Streamlined credit systems are here to stay, but we 
must, as much as possible, retain the personal touch in cus- 
tomer relationship in an attempt to create new sales and new 
customers and, at the same time, keep these customers from 
stepping over the saturation line. All retail stores and shops 
have their own individual problems but the oldest rule in the 
history of credit still prevails: “Sell and collect.” Keep them 
up to date so that the customer always is “open to buy.”— 
J. Edwin Davis, Credit Manager, The Bing Company, Cleve- 
land, Ohio. 

& & ® 
Educating the public in the wise use of credit, and 
the importance a complying with the terms of agree- 
ment will be an important credit problem in 1957. 

This makes for increased sales and a desirable collec- 

tion ratio. The revolving budget account is becoming 

a credit device that holds benefits for both the cus- 

tomer and the firm; however, this type of account 
attracts many who are on the dividing line. We need 
to depend more than ever on the credit bureau for 
complete and accurate credit reports in order to de- 
termine those who are entitled to credit, and those who 
are already overloaded, or have abused their privilege 

of a charge account. We can secure many new ac- 

counts and yield profits by being more cautious and 
selective in our extension of credit. By working closer 
with the credit bureau on this problem, we can con- 
tinue to keep credit on a sound basis and ensure a more 
successful year.—Hazel Dezern, Credit Manager, Spain- 
hour’s, Elkin, North Carolina. 

x *k * 

For the year 1957, and for as long as the present economy 
maintains in this country, I feel that the important retail 
credit problems that confront us are threefold: 

1. It is incumbent upon credit managers to do everything 


in their power to maintain volume through credit sales. 

2. Credit managers should use research methods and pro- 
cedures in an attempt to find simpler ways to do the neces- 
sary things and to look at every phase of their operations for 
the purpose of eliminating those operations which may be 
desirable but not absolutely necessary, in order to hold in 
check ever rising expenses and to maintain operating costs on 
a reasonable level. Credit managers should also keep abreast 
of some of the wonderful things that are being done with 
electronics and be in a position to approach this subject with 
an open mind when the time comes for the credit department 
to enter this field. 

3. Credit managers should also devote part of their time to 
the development of junior credit executives, looking to the 
future when these assistants can step into the top positions in 
the credit department with the confidence that they have been 
given the necessary training to do the job. 

I have always looked forward to the January and Febru- 
ary issues of The Crepir Woritp when you usually publish a 
cross-section of opinion of major retail executives around the 
country, and I am happy to add my small contribution to your 
very worthwhile effort.—J. F. Eichelberger, Executive Con- 
troller, The Hecht Company, Baltimore, Maryland. 

x * * 

In my opinion, one of the most important retail 
credit problems that may confront us in 1957 is the 
possible credit controls. A curb on credit would slow 
down industrial production—which, of course, would 
throw consumers out of work and the chain reaction 
would set in involving thousands of different and allied 
industries. As production was reduced there would be 
less work for both men and women; unemployment in 
the larger industries would have an additional reaction 
on a further wide scale in our basic industries. While 
on this subject of controls, there is another observa- 
tion that deserves attention: while there is no precise 
means of assessing the consequences of experience, I 
believe it is pertinent to note that businessmen have 
learned by observation that government controls, like 
emergency taxes, are more likely to endure than to be 
dispensed with. In practice this means that when 
government controls force interest rates up today, they 
will probably do the same thing tomorrow. Far from 
discouraging immediate borrowing, the controls might 
very well constitute one more good reason for borrow- 
ing quickly before money became even more expensive. 
Therefore let us, the credit granters, become aware of 
the specter of government controls and grant credit 
in an intelligent manner. Let us pay more attention 
to the education of both the credit granter and the 
consumer. Let us always remember that instalment 
buying means a “better way of living” and is a way of 
saving money. People will buy more on credit and 
have a better livelihood and a better way of living 
than by saving their money first and then buying.— 
Norman K. Gateson, Manager, Credit Bureau of 
Oshawa, Oshawa, Ontario, Canada. 

x * * 

The most important credit problem confronting all of us 
in the year 1957 will be the overextension of credit to people 
who already owe too many instalment payments. I have no- 
ticed this trend in the last several months and I believe it is 
the one problem that’s going to give us the most headaches 
during the year. The urge for folks to buy new furniture, a 
new television set, or a more expensive automobile is just too 
great and even some of the more conservative folks have gone 
overboard, promising to make payments which simple arith- 
metic will show are going to be impossible to meet over the 
period contracted for. If we can solve this problem, I think 
1957 promises to be an excellent year for all of us.—Gerald 
Meyer, Credit Manager, Blattners and Sons, Lima, Ohio. 

x *k * 

The most important problem for credit granters in 
1957 will be more careful screening of applicants for 
consumer credit, particularly in the field of instalment 
credit. Consumer credit has been increasing at a 
much higher rate than disposable income. While it is 
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stated that 26 per cent of our population does not now 
use consumer credit (and this percentage will un- 
doubtedly decrease in the year ahead), the ratio of sav- 
ings to disposable income is decreasing. This trend 
must be reversed if the nation is to finance the eco- 
nomic expansion now going on. Some authorities esti- 
mate that consumer credit outstanding cannot increase 
more than two billion annually if the trend is to be 
stabilized and not become top-heavy. It is therefore 
apparent that ability on the part of the consumer to 
“carry and service debt” must be guided by intelligent 
credit granters who recognize their obligation to the 
community as a whole as well as to their own institu- 
tions. Shorter terms and a realistic appraisal of the 
individual debtor’s ability to meet his obligations as 
agreed will undoubtedly be increasingly important fac- 
tors in consumer credit granting during the coming 
year.—Paul Hungerford, Assistant Manager, Seattle 
Trust and Savings Bank, Seattle, Washington. 
2 & & 
It appears that most mercantile firms are widening and 
expanding their credit facilities to the public by installing 
revolving credit plans and similar credit plans of an acceler- 
ated nature. This viewpoint on the part of credit granters 
certainly indicates that they do not believe the American peo- 
ple are overloaded with credit; however, there are certain 
“poor credit risks” who will cut down the margin of profit 
unless they are eliminated by proper screening on the part of 
the credit granter. The big problem, as I see it, is for the 
credit bureaus to increase their facilities for supplying credit 
granters with speedy and accurate information whereby the 
credit granter can use good judgment in screening his credit 
extensions.—P. L. Moore, Manager, Credit Bureau of E! 
Centro, El Centro, California. 
2 
The most important situation facing credit bureaus 
is for us to have complete information in our files for 
the credit granter to make a decision on the basis of 
file information. The “jet age” consumer will not wait 
for us to secure information after he has made a de- 
cision to buy. We must also strive to reduce the ad- 
ministrative obligations of our members, since econo- 
mists tell us that our labor supply will increase only 
about one-third as fast as business volume. The public 
must be served, and we must modernize our procedures 
to serve them.—Donald H. Puffer, Manager, Credit 
Bureau of Denver, Denver, Colorado. 
= 2 
A credit manager of 10 years ago has to alter his thinking 
to meet present-day conditions. More consideration, I believe, 
is placed upon the integrity of an individual than on the dura- 
bility of the merchandise involved. The new credit plans re- 
quire a close follow-up to prevent overbuying and the young 
applicant must be counseled in the wise use of credit. I 
would summarize the problem for 1957 as follows: 


With the continued expansion of credit and the increased 
competition for the patronage of the credit customer, 1957 
will place a great responsibility upon the credit sales depart- 
ment to extend credit wisely—promoting credit sales on a 
sound basis by offering the necessary credit plans to meet 
competition, at the same time maintaining a satisfactory col- 
lection percentage by a closer follow-up of all accounts. 

This is rather a general statement, but I do believe the 
problem in 1957 is similar to that of past years: we must 
continue to promote credit sales, but without losing sight of 
the importance of encouraging the customer to pay “as 
agreed.” This is of particular importance now with the trend 
to “extended terms,” “flexible limits,’ and “one-purpose” 
accounts.—W. B. Romney, Manager Credit Sales, Zion’s Co- 
operative Mercantile Institution, Salt Lake City, Utah. 

2.2 
I believe there will be continued expansion of credit 
sales in 1957 in all types of businesses and services. 





Credit has already been extended into new fields such 
as vacation travel, restaurants, sports, wider use of 
credit cards, and even the mortuary business soliciting 
advance payments, to mention a few. Employment 
should remain high. With more income (or at least 
as much income) available to the consumer, there will 
likewise be more promotion in the retail field to com- 
pete for the dollar. Revolving credit in all its phases 
will be in wider use, with many new variations as the 
situation changes, and as a result retailers will be in 
a better position to compete for business. They will 
earn more money through service charges being raised 
as a result of past experience. e end result will 
naturally be greater stress on collections. With more 
credit outstanding, care, time, and maximum efficiency 
will have to be exerted by the credit department to 
collect this money, if stores are to continue expanded 
credit sales. New accounts will have to be opened with 
greater care, complete information, and sound judg- 
ment exercised, or the possibility of overextended busi- 
nesses could lead to failures or the eventual return of 
controls. This is especially true with the banks now 
charging larger interest rates on loans. The collection 
process has been speeded up in the past year, with 
many stores forcing accounts to adhere to terms more 
stringently than in the past. To a collection agency 
operator, the picture appears to be changing in that 
credit granters are turning over accounts for collection 
earlier than in the past. We, as collectors, are like- 
wise having to use stronger procedures to collect ac- 
counts. Summarizing: From a retailer’s point of 
view, business prospects are good; there should be in- 
creased credit sales; but the credit department will have 
to watch accounts ‘much closer and use good judgment 
in order to keep the store’s capital in a fluid state. 
—William Schwartz, Mutual Discount Company, Al- 
bany, New York. 
x wk * 


Meeting competition for the huge stockpile of goods and 
an ever increasing desire to surpass last year’s sales volume 
continues to inaugurate new and more lenient credit plans. 
Frequently overextension is the result. Buying habits are 
easily formed and much too little emphasis is placed on the 
fact that overbuying on the part of the consumer is detri- 
mental to every customer if not properly controlled. De- 
ferred-payment plans with no down payment certainly in- 
crease sales volume for the present; however, very little 
thought is given to the future when actual payments must be 
met. As buying habits are formed with commodities easily 
obtained, items once considered as luxuries become items of 
necessity in the minds of the consumer. Overburden is the 
result, collections fall behind, the consumer loses interest in 
a commodity partially depreciated, and collection costs in- 
crease for the credit granter. Our problem for 1957: equal 
effort expended for the education in the sound use of credit 
by the consuming public evenly balanced with the effort ex- 
pended to meet competition and increase volume; education 
of the public in determining their time-payment limit, educa- 
tion of credit personnel in knowing when and how to extend 
credit wisely in a credit economy which daily is reaching new 
heights.—Helen S. Spendlove, Merrill Lynch, Pierce, Fenner 
and Beane, Salt Lake City, Utah. 

x* *k * 


Credit problems, while many in past years, have been 
increased because of various types of credit and terms. 
Collections are more difficult because of these new 
credit terms and consequently bad-debt write-offs, while 
larger in dollars, are also higher in percentage. The 
first goal of the credit managers should be to get a good 
“turnover” of dollars on the accounts. If this is ac- 
complished the borrowing of the firm will be limited 
and more customers will have use of the over-all dol- 
lars. With this goal in mind, the credit managers 
should strive for usage of the accounts and bring in 
new customers to the firm. These goals, of better 
“turnover” and greater usage of accounts, mean that 
a closer watch must be maintained on accounts by 
the collection and authorizing sections of the depart- 
ment. Perhaps the greatest problem will be to moti- 
vate each employee to do his job better than last year, 
through training and understanding of the objects and 
procedures of the department.—C. F. Topp, Controller, 
Henry Morgan and Company, Limited, Montreal, Que- 
bec, Canada. 


(To be continued next month.) 
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Public Utilities 
QUESTION 


What effect will automation have on our 
credit and collection records and procedures 
and what should credit executives be doing 
about it? 

ANSWERS 


C. A. Burns, Credit Manager, Union Electric 
Company of Missouri, St. Louis, Missouri: We 
can expect that we will still be able to follow overdue 
accounts as closely as we do under our present methods 
of billing. We can expect that some account informa- 
tion and history may be more difficult to obtain and, in 
some cases, more expensive to procure. Automation 
presents a challenge not only to credit executives, but 
to all credit and collection personnel. After hearing 
some experts speak on the subject, and after reading the 
papers of others, two points they have made impress me 
considerably. Those points are that the credit manager 
should arrange to be brought in on the early planning, 
and that he should approach the subject with an open 
mind. Further automation will be less of a change for 
those of us who have already experienced the change 
from the 48-month customer ledger to the single-month 
machine billing ledger records. Even so, it behooves us 
to read all we can about further advances in this field 
and to plan in advance, insofar as is possible, how we 
can most economically and efficiently adapt automation 
to our needs when it comes to us—as it very likely will 
to most of us. 


F. T. Hager, Manager, Collection and Meter 
Reading Division, Philadelphia Gas Works, 
Philadelphia, Pennsylvania: When we speak of 
automation it is natural to think of it “all the way,” 
namely with the big digital computers in mind (‘705” 
and “Univac’”’). Actually automation has been in effect 
since the advent of the adding machine and typewriter, 
as far as business generally is concerned. ‘There is no 
questioning the fact that these have been greatly bene- 
ficial and the various tabulating machines in use at the 
present time, particularly in the utility field, have saved 
thousands of company dollars in operational costs. There 
is, however, a “point of no return” to be reached, par- 
ticularly in the utility field of credit and collection. It 
is a fine thing to be able to know that a customer pays 
half his service bills on time or that he has been shut 
off for nonpayment six times, or that families of five 
or more people pay less promptly than smaller families. 
There is no questioning the fact that money could be 
saved by knowing facts such as these. But, would the 
amount of money saved be commensurate with the cost of 
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obtaining such information? It is a well-known fact 
that while information of all description is obtainable 
with electronics, it is by no means “for free.” In my 
opinion, credit executives should make reasonably sure 
what they want, and let these wants be made known to 
those in charge of “programing.” 


J. K. Jordan, Superintendent of Credit, 
Michigan Consolidated Gas Company, Detroit, 
Michigan: My company has not entered into the ad- 
vanced automation field to any active degree and it 
would be impossible for me to express any informed 
opinion as to its possible effect. However, my experi- 
ence while attending credit and collection functions of 
various organizations indicates that the question may 
be rather untimely, as to my knowledge relatively few 
in the public utility field have more than a limited 
knowledge of the advanced phase of electronics. In fact, 
1 have heard “experts” admit during discussions that 
public utilities are a long way from solving their prob- 
lems which would be associated with the installation of 
this equipment. Utilities which have already installed 
automation equipment have done so only in recent months 
and they, along with others conducting studies prepara- 
tory to installation, seem to be centering their attention 
in the accounting field and I know of none which have 
reported their experiences as related to their credit and 
collection operations. Cognizant, however, of the fact 
that automation is imminent at least in major utilities, 
it is my opinion that credit executives should take a very 
active part in any developments instituted by their com- 
panies and should participate actively in public utility 
associations which are now progressively programing 
their meetings to include studies of automation as related 
to the various divisions of the utility industry. 


James E. Malone, The East Ohio Gas Com- 
pany, Cleveland, Ohio: ‘The first part of the ques- 
tion is not readily answerable at this time, since we lack 
experience with electronic accounting systems. ‘The ac- 
counting people are still experimenting with their pro- 
graming and with the various equipment now on the 
market or under development. ‘They tell us, however, 
when this equipment is installed, they will be able to 
furnish almost any information we want, limited only 
by the cost factor. The credit executive should, in the 
meantime, be familiarizing himself with the terms be- 
ing used in connection with the development of elec- 
tronic accounting systems such as programing, up-dating, 
print-outs, etc., so when the time comes for him to 
outline what he wants from the machines, he can relate 
his requirements to these terms. He should be prepared 
to tell what accounts, with respect to age, amount, and 
credit status, he wants selected for collection treatment 
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and what pertinent information would be helpful in 
applying this collection treatment, such as deposit, length 
of service, number of disconnection notices, and number 
of disconnections. It has been suggested that, with 
proper programing, a computer could furnish this in- 
formation and evaluate the current status of an account 
from the cumulative record of recent payment history. 
It is our expectation that when automation is installed, 
the machines will, with a proper program, make logical 
decisions without human intervention, thus leaving the 
credit man more time to devote to handling special cases 
and to analyzing collection problems. 


R. B. Mitchell, The People’s Gas Light and 
Coke Company, Chicago, Illinois: Conversion to 
automation will require extensive preliminary work. 
Rigid collection policies will have to be established and 
each account will have to be individually coded to con- 
form with these policies. It will be necessary to pro- 
vide for changing individual codes as conditions pertain- 
ing to accounts change. Decisions must be made on what 
existing information should be retained and what in- 
formation can be dispensed with. ‘This appears to be 
a most important phase of conversion and requires in- 
tensive study. As in all major changes, some disappoint- 
ments will be experienced. However, we have been led 
to believe that great benefits can be derived from auto- 
mation of credit and collection records. 


Edith Williams, Harris & Williams Company, 
Denver, Colorado: During the accepting of the 
credit applicatien, and especially in the reading of the 
credit report obtained from the local bureau, it should 
be fairly easy to determine the salary, paying habits, 
savings account, and size of the family. Consider these, 
plus the type of business the creditor is in, and the limit 
should be fairly obvious. Example: a family with six 
children of school age will necessarily need more shoes 
than a family of two, though the family of two may be 
in a higher salary bracket. The family of six should 
apply at a medium-priced store, however, rather than 
one that deals in expensive originals. During the cus- 
tomer interview it is often possible to learn from the 
applicant what amount he is accustomed to spend each 
month on clothes, food, etc. This is a great help if 
the information can be obtained diplomatically. I em- 
phasize again—rely on the credit bureau. 


Petroleum 
QUESTION 
My firm would like to institute a “budget 
plan” for fuel-oil accounts. Can the panel give 
me some ideas? 
ANSWERS 


P. Blanchard, Credit Manager, Canadian 
Import Company, Quebec, Quebec, Canada: 
It is cold up here in Quebec City and the heating prob- 
lem is a serious and chilly one! The average domestic 
consumption exceeds $200.00 a year. We have improved 
our budget plan to the present system: The heating 
year runs from June first to June first. The payment 
year runs from September first to September first. We 
try to obtain a series of postdated checks running from 
September to June inclusive; these payments are con- 
sidered as “accounts” on the current automatic degree- 
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day deliveries. The months of July and August are 
the “settlement” period. The idea of a two-month set- 
tlement period is to split any balance due on June 30th 
in case the estimate was off. Our estimates are based 
on 12 months to determine the monthly payment. Con- 
sider an estimated yearly consumption of $230.00. The 
customer will be asked for 10 postdated checks of $20.00 
each from. September to June inclusive. At the end of 
June we will bill the customer, and this balance will be 
payable in July and August. Our budget plan is also 
self-adjusting. At the time that the customer sends in 
his two checks settling his balance for the season ending 
June first, these two checks payable in July and August, 
he also sends in at the same time ten checks from Sep- 
tember to June inclusive of the following season, with 
a corrected face amount. depending on the experience 
of the previous season. For instance, if with the above 
$20.00-a-month plan the customer is faced with a bal- 
ance at the end of the season of $64.00, he will clear 
that amount within July and August, but he will make 
his next series of postdated checks from September to 
June at the amount of $22.00 a month. This measure 
will then control his balance at the end of that season 
to some $44.00, which will retain the same monthly 
rate for the settlement months of July and August. Spe- 
cial adjustments are made on new budget plans when 
they are signed up during the heating season. Obviously, 
we will not turn down a customer who doesn’t want to 
sign postdated checks. However, more than 80 per cent 
of our budget plan accounts are postdated-checks cov- 
ered! This saves considerable time in collection super- 
vision. Signals are used to bypass such accounts. Our 
experience in this field has been good. We are happy 
to recommend it. 

M. V. Johnston, General Credit Manager, 
Gulf Oil Corporation, Pittsburgh, Pennsylvania: 
Probably the best idea for the person submitting the 
question concerning the institution of a budget plan for 
fuel-oil accounts would be a direct contact with some 
of the offices of the major oil companies that use a 
budget plan. I am sure you realize that it would be 
impossible to go into any great detail on the operation 
of such a plan, but the following points may be helpful. 

1. The timing of the budget plan is important. The 
customer should be contacted early in the summer 
months so that the plan will be ready to put into use at 
the beginning of the heating season. 

2. A mailing piece should be developed which will 
outline to the customers the advantages of the budget 
plan and offer the customer an opportunity to use it. 

3. To determine the amount of the monthly payments, 
the customer’s yearly requirements should be taken into 
consideration and broken down into equal monthly pay- 
ments, which in most cases will cover either a nine- or 
10-month period. 

4. At the midseason all budget accounts should be re- 
viewed to determine whether or not any adjustments 
are necessary due to the payments being too large or too 
small. 

5. A follow-up notice should be developed so that it 
can be mailed to budget customers reminding them of 
skipped payments. 

6. We consider it advisable to furnish the customer 
with a series of budget-payment envelopes which are used 
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Don't Forget About the Scott Award 





THE TIME is drawing closer to the various District 
Conferences. At these District Conferences, three entries 
will be selected to compete for the annual Scott Award 
of $500.00 in cash to be awarded at Miami Beach in 
June. We remind all contestants that their entries must 
be in the hands of the district presidents 30 days prior 
to the district conference. Here are the dates of the 
various district conferences and the names and addresses 
of the district presidents: 


District One, New Ocean House, Swampscott, Massachusetts, 
April 28, 29, 30, 1957. President, Mrs. Frances M. Hernan, 
Massachusetts General Hospital, Boston, Massachusetts. 

District Two and District Twelve, Lord Baltimore Hotel, 
Baltimore, Maryland, February 10, 11, 12, 1957. President, 
District Two, Mrs. Elsie M. Taylor, Williams Tire and Rub- 
ber Company, Troy, New York. District Twelve, President, 
J. P. Lee, Frankenberger and Company, Charleston, West 
Virginia. 

District Three and District Four, 43rd Annual Inter- 
national Consumer Credit Conference, Fontainebleau Hotel, 
Miami Beach, Florida, June 16, 17, 18, 19, 20, 1957. District 
Three, President John A. Broom, Jr., Cate-McLaurin Com- 
pany, Columbia, South Carolina. District Four, President, S. 
J. Nicely, Miller’s, Inc., Knoxville, Tennessee. 

District Five, Sheraton-Brock Hotel, Niagara Falls, Ontario, 
Canada, February 23, 24, 25, 26, 1957. President, W. H. Witt- 
wer, Wolff, Kubly and Hirsig, Madison, Wisconsin. 

District Six, Hotel Duluth, Duluth, Minnesota, March 10, 
11, 12, 1957. President, Eleanor Wilson, Anderson Furniture 
Company, Duluth, Minnesota. 

District Seven, Hotel Muehlebach, Kansas City, Missouri, 
March 9, 10, 11, 1957. President, F. R. Brunson, Emery, Bird, 
Thayer, Kansas City, Missouri. 

District Eight, Texas Hotel, Fort Worth, Texas, May 18, 
19, 20, 21, 1957. President, F. M. Boyd, Anderson Furniture 
Company, Dallas, Texas. 

District Nine, Carlsbad, New Mexico, May 18, 19, 20, 1957. 
President, Melvin Schumpert, Schumpert’s, Inc., Portales, New 
Mexico. 

District Ten, Davenport Hotel, Spokane, Washington, May 
18, 19, 20, 21, 1957. President, Vernon Rasmussen, Evergreen 
Cemetery Company, Seattle, Washington. 

District Eleven, Lafayette Hotel, Long Beach, California, 
February 16, 17, 18, 19, 1957. President, B. J. Delsman, Gen- 
eral Petroleum Corporation, Los Angeles, California. 


Repeated here are the terms of the contest as set forth 
by George A. Scott, president, Walker Scott Company, 
San Diego, California, the donor of the Award: 
I—BASIS FOR THE AWARD 


A—The Award will recognize the achievement of an 





individual representing or engaged in some phase of Re- 
tail Credit. 

B—Retail Credit is not confined to stores, but includes 
the credit activities of any member of the National Re- 
tail Credit Association, as shown on our membership 
cards as representing the store or firm, dealing with the 
ultimate consumer. For example, representatives of 
banks, finance companies, oil companies, etc., are eligible. 
Credit bureau personnel and representatives of whole- 
sale and manufacturing firms are not eligible. 

C—The achievement is not necessarily confined to any 
one subject. 

1—Contribution to or participation in community ac- 
tivity which reflects the contestant’s business activity. 

2—Development of ideas or new approaches in the 
extension or control of credit as evidenced by adoption 
or publication. 

II—SELECTING THE WINNER 

A—The Award not only is valuable in itself but is an 
important forward step in developing the credit profes- 
sion and providing recognition. The Award should re- 
ceive immediate interest. 

1—The Crepir Wor -p should be utilized to tell the 
full story and ensure continuing interest. 

2—The district president should present the details 
of the Award to the directors of each N.R.C.A. district. 

3—Full publicity, including newspapers, should be 
given to the Award, at both District and National 
Conferences. 

B—Selection of the winner will be made from district 
nominations : 

1—The directors from each of the 12 N.R.C.A. dis- 
tricts will make nominations of candidates from that 
district. 

2—A National Committee appointed by the President 
will make the selection from the district nominations 
and the information submitted. 

3—The final award will be made at the International 


Consumer Credit Conference at Miami Beach, June, 
1957. 











to mail remittances to the office handling the account. 

7. End-of-season balances, either debit or credit, should 
be handled promptly. If the customer has a credit bal- 
ance he certainly will be glad to receive a check. On the 
other hand, if the account carries a debit balance a state- 
ment should be mailed so that the payment will not be 
delayed. 

We would be glad to answer any further specific 
questions concerning our system if the interested person 
will write us direct. 


Building Materials 


QUESTION 


There is some difference of opinion between 
members of my management as to when col- 
lection follow-up should begin. What advice 
can your panel give me? 


ANSWER 


J. M. Dean, Secretary-Manager, Building 
Material Dealers’ Credit Association, Los An- 
geles, California: This subject has been a matter of 
controversy for many years and there is no definite an- 
swer. However, the follow-up of past-due accounts 
depends entirely upon the terms of sale and margin of 
profit, which is figured on accounts being paid in line 
with established terms. Every day an account goes 
past due part of the profit is lost. The average yard- 
stick is as follows: When an account goes 30 days 
past due 15 per cent of the profit is lost; 60 days past 
due, 35 per cent; 90 days past due, 50 per cent, and so 
on until when the account is a year past due all the 
profit is lost, plus a large portion of the principal. In 
our industry it is always good policy to start a collection 
follow-up whenever an account becomes 15 days past 
due according to agreed terms. 
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LEONARD BERRY 


HE BEGINNING of a new year provides us with 
an opportunity to look backward, to measure our 
progress, and also to look ahead, to plan where we are 
going. Both these are necessary if we are to grow with 
our opportunities—and bright opportunities they are! 
One searching question we can ask ourselves concerns 
credit sales promotion activity during 1956. Did we 
capture our share of the available credit sales volume 
or did some other, more aggressive, manager of credit 
sales snare much of that desirable trade from us? Was 
the other fellow faster and more cordial with his wel- 
come to the newcomers in the community? Were our 
credit plans generally appealing to our customers or did 
the competition offer more realistic and enticing credit 
service? Were the public relations aspects of service to 
credit customers designed to strengthen friendships or 
did too many of our customers find another store a “nicer 
place in which to shop”? 

Personal inventory of this rigorous nature can be 
most chastening, but also highly rewarding. It should 
be undertaken by each of us. However, unless we decide 
to do something about it we lose all the benefit. 

There is slight doubt but that 1957 will be another 
year of expanded economic activity, increased individ- 
ual purchasing power, and continued growth of the use 
of credit. Accordingly, managers of credit sales should 
resolve to devote at least one-third of their time during 
the entire year to active credit sales promotion and to 
the improvement of public relations. ‘To be sure, this 
will mean shedding some detail work, but that itself 
will be a tremendous forward step in making the credit 
executive truly a promoter of additional profitable sales 
volume; and, to make that time fully productive, he 
should be given a budget of one per cent of total credit 
sales to be spent under his personal direction on specific 
credit sales programs. 

It would be profitable for each manager of credit sales 
to ask himself if the range of credit services offered 
by his store met fully the needs and desires of the majority 
of customers last year. Not all customers need or de- 
sire the same kind of credit service, any more than they 
do the same kind of merchandise. It might be well, in 
many cases, to break away from stodgy tradition and to 
develop a more comprehensive and appealing credit 
service. In this ‘highly competitive market, credit serv- 
ice must be sold as a contributor to the better life and 
its presentation surrounded with imaginative salesman- 
ship. 

A definite objective of the number of new credit 
customers to be obtained in 1957 should be set and the 
specific steps necessary to achieve that goal determined. 
We hear a lot about “impulse buying’; that over one- 
third of all purchases are made on impulse. Surely the 


99, CREDIT WORLD 


JANUARY 1957 


possession of an account greatly facilitates such buying. 
Every inactive account should be regarded as a chal- 
lenge and an opportunity an unused investment. 

As for the public relations aspects, they have limit- 
less possibilities. Friendly, courteous, and enthusiastic 
credit counselors can create strong feelings of “‘liking”’ 
for the store that pay high dividends in patronage and 
return visits. 

The store with a modern credit sales department, 
easy to find and pleasant to be in, staffed with gracious, 
service-minded personnel, offering a range of credit 
plans to meet the requirements of a _ credit-minded 
public and imbued throughout with the sparkling warmth 
of friendly welcome, will be the store to show sales in- 
creases in 1957. And, now is the time to make sure 
such increases come about! 

The lessons gained from the experience of 1956 are 
our guideposts to successful operation in 1957. Let us 
look backward and then look forward. 


This Month’s Illustrations _—> 


Illustration No. 1. A_ good opportunity is pre- 
sented for seasonal credit sales promotion when the store 
has undergone remodeling or addition-building. Here 
Kennard’s, Wilmington, Delaware, skillfully combines 
an invitation to come in and shop with information 
about store improvements and changes. 

Illustration No. 2. A brief but friendly letter to 
an inactive-account customer. ‘This one was sent in by 
Andera’s, Santa Barbara, California. An excellent en- 
closure with such a letter would be the firm’s catalogue 
or announcement of special merchandise events. 

Illustration No. 3. Here is an example of im- 
agination and ingenuity. In sending this letter to us, 
Melvin C. Schumpert, credit manager, Schumpert’s, 
Portales, New Mexico, writes, “Sometime ago our Army 
Surplus Department bought a large quantity of Scotch 
tape. It was cheap because it had been printed on the 
wrong side. Using it in this letter has brought many 
worthwhile comments . . . we think it original.” 

Illustration No. 4. Another illustration of being 
“different.” This unusual collection approach should 
attract favorable attention. Seth J. Hoders, manager 
of credit sales, The Peerless Company, Troy, New York, 
reports that he gains excellent response. 

Illustration No. 5. The interesting thing about 
this sales promotion item is that the forms come in per- 
forated sheets of three. The fill-in of customer’s name 
and address is quickly accomplished by the typist and 
the form slipped into an envelope for mailing Earle A. 
Nirmaier, general budget director, W. Wilderotter and 
Company, Newark, New Jersey, has several kinds of 
routine communications thus prepared. 














TELEPHONE OF 8 7258 


Mrs. John C. Customer CECABILA IME OBWYLIOM 
Your City, Tour State BEZLOCLED 


Dear Mrs. Customer: 
ing. Mrs. John C. Customer 
h l 000 Main Street Yes, someone "Flubbed up". This tape was printed on 
al- Your City, Your State the wrong side, 
ent. We didn't want you to think that we had aleo "Flubbed 
, up" and forgotten to tell you how auch we appreciate 
mit- Dear Mrs. Customer: the way you have paid your account in the past, Purther- 
- more, we wanted you to know, that in your case, your 
istic HAVE YOU BEEN IN KENNARD'S RECENTLY? account is certainly not restricted in anyway 
” 
ng For several weeks it has been the scene of feverish activity - It has been @ real pleasure to serve you and the manner 
Carpenters, Electricians, Bricklayers, Plasterers, Steamfitters, in which you established your credit record entitles 
and and Plumbers - all working at top speed to complete the new you to every consideration. 
KENNARD'S and be ready for the Holiday rush. 
May we be of service to you soon? 
: Things are shaping up very nicely, and we hope that you will 
ent, take the opportunity to drop in, just to browse around and see Yours very truly, 
‘ the many changes, including several new Departments. 
ious, 


Schumpert's, Inc. 
% After all, it is about time to start Christmas shopping, and 
redit we will be pleased to have you make KENNARD'S your store for 
the many gift items necessary to make someone's Christmas happier. 


By the way, while you are browsing around, your criticiam and 
‘mth suggestions will be most welcome. 








s in- Hope to see you soon. 


Thank You ® 





> —KENNARD PYLE COMPANY 
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bines NOS STATE STREET . TELEPHONE WO. 3314 ~ SANTA BARBARA, CALIFORNIA 
ation 
TROY, NEW YORK 
PAWTUCKET, RHODE 15) o 

fer to @) eanearens, MASSACHINETTS fucumt omet 
in by PROVIDENCE, RHODE ISLAND 
it en- September 21, 1956 

Mw. Seth J. Hoders 
logue 2 Wotrow Court @) 

Troy, Yt 





. Mrs. John C, Customer Dear od 
f im- 000 Main Street a 
Your City, Your State 


age Here are some highly honored signatures; 
» 
, 
pert s, GRonbira tf Chass 
Army wen RiJ® Jefferson 
E . Dear Mrs. Customer: pembrandt 
Scotch We notice that you have not used your 
yn the account recently....we have missed you, = 
manv Tt will be « pleasure to welcome you again Wendetl 
one at Andera's and your charge account assures you Oliver Wende)) Rolme 
of every shopping convenience. (the elder) a 
being Please pay us a visit soon. 


ae —_ — of yours, too, ani were glad to honor it on the 
Purchases which you made. In fact--if you heven't already done so-< 
should 7 


anager I'd appreciate your sending me another sample of ro 7 ffancrel,, 
York, 


on the remittance covering the overdue balance on your eccount. 


about } A attention to thie overdue balance will be « real favor. 
in per- Very truly yours, 

; or THE PEERLESS COMPANY 
ist an 

arle A. SETH J. HODERS 

er and Moscer of Charge Sales 
inds of 
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| Arthur F. Henning Retires 


Arthur F. Henning, secretary-manager, The Retailers 
Credit Association, Sacramento, California, retired from 
service December 1, 1956, after 45 years with the organ- 
ization. He will continue to serve the organization in 
an advisory capacity and will maintain an office in the 
Association’s building at 1801 J Street. He was also 
appointed honorary chairman of the Board of Directors. 

E. F. Hodge, better known as “Bert,”’ has been pro- 
moted to secretary-manager to succeed Mr. Henning, 
and Elmer Conner has been promoted to the position of 
assistant secretary-manager. Bert was manager of the 
Adjustment Department for many years and for the past 
few years has held the position of assistant manager of 
the Retailers Credit Association. At present he is chair- 
man of the Collection Service Division Committee of the 
Associated Credit Bureaus of America. 

Elmer Conner has a record of 24 years with the Re- 
tailers Credit Association, and for the greater part of 
this time he has been in charge of the Building Material 
Dealers Division. Under his guidance it has become the 
most outstanding division of its kind. 

With Bert Hodge and Elmer Conner in charge and 
with Arthur Henning available in an advisory capacity, 
the task of operating the business of the Retailers Credit 
Association is in good hands, and the future will not 
only hold in store the good services of the past but 
assure further growth, expansion, and improvement for 
all the members. 


Charlotte Elects New Officers 

The Retail Credit Association of Charlotte, Charlotte, 
North Carolina, held its tenth annual meeting and 
installation at the Carmel Country Club recently. Shown 
below, center, is Charles Dudley, Executive Vice Presi- 
dent of the Association, installing Lucian G. Guthrie, 
Sr., Sterchi Bros. Stores, right, as President, and Preston 
Hoover, outgoing President, Page Air Conditioning Co. 
Other officers installed were: Sam C. Stone, E. B. 
Stone Finance Co., First Vice President ; Cecil W. Davis, 
American Trust Co., Second Vice President; Preston 
Hoover, Third Vice President; Colleen Collette, Nash 
Motors, Secretary; and Ruth Carpenter, Parker-Gardner 
Co., Treasurer. Directors include: Mrs. Hazel Kirk- 


patrick, Dewey Godfrey, R. M. Alexander, Bill M. 
Scronce, and Charles Dudley. 


Lee, A. B. 
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Coming District Meetings 


District One (Connecticut, Maine, Massachusetts, 
New Hampshire, Rhode Island, Vermont, Provinces of 
Quebec, 
Edward Island, Canada) will hold its annual meeting at 
the New Ocean House, Swampscott, 


April 28, 29, and 30, 1957. 


District Two (New York and New Jersey) and 
District Twelve (Delaware, District of Columbia, 
Maryland, Pennsylvania, Virginia and West Virginia) 


New Brunswick, Nova Scotia, and Prince 


Massachusetts, 


will hold a joint annual meeting at the Lord Baltimore 
Hotel, Baltimore, Maryland, February 10, 11, and 12, 
1957. 


District Three (Florida, Georgia, North Carolina, 
and South Carolina) and District Four (Alabama, 
will hold its 
annual meeting in conjunction with the 43rd Annual 
International Consumer Credit Conference, 
bleau Hotel, Miami Beach, Florida, June 16, 
19, and 20, 1957. 


District Five (Kentucky, Michigan, Ohio, Ontario, 
Canada, Illinois, Indiana, and Wisconsin, except Su- 


Louisiana, Mississippi, and Tennessee) 


Fontaine- 
17, 18, 


perior) will hold its annual meeting at the Sheraton- 
Brock Hotel, Niagara Falls, Ontario, Canada, February 
23, 24, 25, and 26, 1957. 


District Six Nebraska, North 
Dakota, South Dakota, Superior, Wisconsin, and Mani- 
toba, Canada) will hold its annual meeting at the Hotel 
Duluth, Duluth, Minnesota, March 10, 11, ya 
1957. 


(Iowa, Minnesota, 


and 


District Seven 
Oklahoma) will hold its annual meeting at the Hotel 
Muehlebach, Kansas City, Missouri, March 9, 10, and 
11, 1957. 

District Eight (Texas) will hold its annual meeting 
at the Texas Hotel, Fort Worth, Texas, May 18, 19, 
20, and 21, 1957. 

District Nine (Colorado, New Mexico, Utah, and 
Wyoming) will hold its annual meeting in Carlsbad, 


New Mexico, May 18, 19, and 20, 1957. 


District Ten (Alaska, Idaho, 
Washington, Provinces of Alberta, British Columbia, 


(Arkansas, Kansas, Missouri, and 


Montana, Oregon, 
and Saskatchewan, Canada) will hold its annual meet- 
the Davenport Hotel, 
18, 19, 20, and 21, 1957. 


ing at 


May 


District Eleven (Arizona, California, Nevada and 
Hawaii) will 


Spokane, Washington, 


hold its annual meeting at the Lafayette 


Hotel, Long Beach, California, February 16, 17, 18, 


and 19, 1957. 
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for this annual get-together. 


California -Arizona-Nevada-Hawaii 
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* ELEVENTH DISTRICT NATIONAL RETAIL CREDIT ASSOCIATION 
* ASSOCIATED CREDIT BUREAUS OF PACIFIC SOUTHWEST 
© GOLDEN WEST COUNCIL, CREDIT WOMEN’S BREAKFAST CLUBS 


February 16, 17, 18 and 19, 1957 
LAFAYETTE HOTEL, LONG BEACH, CALIFORNIA 


Only the best in speakers, timely subjects, accommodations, exhibits and entertainment have been arranged 


OF NORTH AMERICA 





Registration only $12.50: Associate (Wives, Guests, etc.) only $10.00. Includes: Sunday Evening Recep- 
tion—Buffet; Monday, Luncheon; Tuesday Morning, Breakfast; Tuesday, Luncheon. 





Join the group heading Long Beach way. 





You will benefit from the outstanding program arranged for 
you in Southern California’s most beautiful convention city. Mail your reservation today to: 


Ye, District 11 in °57 


CONFERENCE COMMITTEE 
Long Beach Credit Association 
601 Pacific Avenue 

Long Beach 12, California 











Organizational Meeting at Antioch, California 

Officers and directors were elected and installed at 
the organizational meeting of the Diablo Valley Credit 
Granters Association, Antioch, California, December 4, 
1956. Over 50 credit executives from Antioch, Brent- 
wood, and Oakley attended the meeting. The feature 
address of the evening was given by David K. Blair, 
third vice president of the National Retail Credit As- 
sociation. Mr. Blair is credit manager, H. Liebes & 
Company, San Francisco, California. Officers are: 
Frank Dragon, Bank of America, President; Hal May- 
hew, Brentwood Truck Service, First Vice President; 
Mrs. Pauline Bothelo, Garrow’s, Second Vice President ; 
Edward Logan, Pittsburg Community Hospital, Third 
Vice President; Lou Baugman, Bank of America, Treas- 
urer; and H. P. Perry, Credit Bureau of Antioch, Sec- 
retary. Directors: Mr. Jensen, Famous Department 
Store; Lewis Silvera, Silvera Lumber Co.; Lou Reghitto, 
Reghitto Motors; Douglas Beasley, American Trust 
Co.; Helen Gandy, Montgomery Ward; Elmer Davis, 
Davis Refrigeration; C. K. Roebken, Cloverleaf Dairy; 
Frank Gularte, Brentwood Electric Company; and Ray 
Johnson, Ray Johnson Service Stations. 








| Collection Supervisor Wanted 


Midwest collection credit bureau seeking a 
department supervisor. Medium-sized growing 
city. Good personality, leadership, organiza- 
tion ability, and modern methods are require- 
ments. Expansion possibilities excellent. Good 
compensation and security for right person. 
Our employees know of this ad. Give complete 





| 

















background. Box 1571, The CREDIT WORLD. 





Annual Banquet at New Orleans 

At the 33rd Annual Inaugural Banquet of the Retail 
Credit Association of New Orleans, New Orleans, 
Louisiana, held at the Roosevelt Hotel November 30, 
1956, the following officers and directors were elected: 
President, Stanley C. Schulkens, Labiche’s; First Vice 
President, John Bealle, Sears, Roebuck and Co.; Second 
Vice President, S. E. Vandrell, Kreeger Store; Secretary, 
Walter Sarrat, Maison Blanche Co.; Treasurer, John A. 
Brewer, Sears, Roebuck and Co.; and Advisory Coun- 
selor, Emile J. Flautt, New Orleans Public Service. 
Directors: Emile Blum, Maison Blanche Co.; Dominick 
Chetta, W. T. Grant Department Store; Harris Copen- 
haver, New Orleans Retailers Credit Bureau; Cecil 
Ellish, D. H. Holmes Co.; Alex E. Maier, Jr., New 
Orleans Public Service; Roy Grashoff, Globe Finance 
Co.; Robert Porche, Beach Bros. Furniture Store; 
Gerald Shannon, Firestone Tire. & Rubber Co.; and 
Harold Stacy, Progressive Bank and Trust Co. 

Shown in the picture below, left to right, are: Stanley 
Vandrell, Second Vice President; John Bealle, First 


Vice President; Stanley C. Schulkens, President; John 
Brewer, Treasurer; and Walter Sarrat, Secretary. 
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Revolving Credit Development for Greater Flexibility 


ECAUSE OF THE interest in “Revolving Credit” 

we are glad to devote this space to H. M. Belknap, 
manager of credit sales, Carlisle-Allen Company, Ashta- 
bula, Ohio, who sets forth his experience as follows: 


“In November, 1953, we went into Revolving Credit. 
We called our type CCC accounts . Carlisles’ Con- 
tinuing Credit account. This proved a popular plan 
with our customers. Our accounts had a six-month limit 
originally. As we have three branch stores in other 
cities, Our management gave consent to lengthen the 
time to ten months to meet competition in those cities. 
On June 1, 1956, we made our terms ‘Flexible.’ The pub- 
lic welcomed this change. Here is the announcement 
made to our personnel: 

““Beginning June 1, 1956, Carlisles’ will offer Flexi- 
ble CCC Accounts. Under this streamlined plan, which 
is designed for the budget-minded customer to enable her 
to pay for purchases over a ten-month period instead of 
six, there will be no fixed limits. 

‘Everyone connected with our merchandise depart- 
ments and credit office is aware of the wonderful accept- 
ance we have had with our Revolving Credit Account. 
It has almost reached the point where we have more out- 
standing on CCC accounts than we do on regular monthly 
charge accounts. 

“*There have been recent developments in this field 
designed to enable customers to make fuller use of this 
type of account, which should result in increased sales. 
Because our company should be up to the times in all 


phases of credit operation, we have accepted these new 
developments.’ 

“Flexible CCC Accounts differ from the old CCC 
accounts in three ways: 


There will be no limit agreed upon at the time 
the account is opened. The customer will be the judge 
as to how far she wishes to use her CCC account. In 
the case of existing CCC accounts, we will disregard 
the limit set at the time the account was opened. 

“2. Monthly payments will be based on the outstand- 
ing balance each month rather than on a percentage of 
the agreed-upon limit. 

“3. The amount of required monthly payment will 
be reduced from one-sixth of the balance to approximately 
one-tenth of the balance. 


“The main reasons for making CCC accounts more 
flexible are: 


“1, Although the credit department and the customer 
agreed upon a limit, in most cases there was no relation 
to the customer’s capacity to take care of this limit. 

“2. Most customers are budget-minded and conscien- 
tious and would never exceed their limit. If they ad- 
here to the limits it becomes a hindrance to the good- 
paying customer. 

“3. The nonconscientious customer would continue to 
exceed her limit and either make payments with no rela- 
tion to the balance or no payments at all and in either 
case would be a collection problem. 
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National Retail Credit Week, 1957 





National Retail Credit Week will begin on Sunday, 
April 28, 1957, and end on Saturday, May 4, 1957. 
During those seven days there will be a concentrated, 
continent-wide emphasis on consumer credit and the 
manifold advantages of using the mighty power of 
credit to bring more of the good things of life to more 
people sooner and cheaper. Will your community share 
in this tremendously important event? 

As suggested in the editorial in the November, 1956, 
Crepir Wor tp, local committees should by now have 
been appointed and specific plans made to co-ordinate all 
angles of publicity in order to bring about maximum 
public attention. We hope that has been done . . . but, 
if not, please remember that time is slipping by and 
last-minute arrangements often lack coherence and 
impact. Committees, where they have not yet been 
named, should be appointed immediately. 

The National Office has prepared portfolios of help- 
ful material for the guidance of National Retail Credit 
Week committees. Here is what will be included in 
each portfolio: 


Suggested radio spot announcements. 
Material for talks before local service and civic clubs 


and groups. 

Material for talks before student groups and others. 

Material for radio addresses. 

Suggested editorial for local newspapers. 

Suggested news release for local newspapers. 

Copy of item in Rider’s Digest (New Orleans Public 
Transit Company publication). 

Copy of “Proclamation” by the Mayor of New Or- 
leans in 1955. 

Newspaper “Pay Promptly” advertising brochure. 

“Good Things of Life—on Credit” booklet. 

The chairman of each local committee should write 
to the National Office for his copy. Portfolios are 
ready for immediate mailing. Only one to each commit- 
tee! 

National Retail Credit Week offers us an immensely 
valuable opportunity of telling the story of credit, of 
urging maximum use of credit facilities to enrich life 
and of emphasizing the great advantages of paying all 
obligations exactly as agreed in order to build up and 
maintain .a good credit record. All retail credit execu- 
tives and credit bureau managers should combine their 
efforts toward making National Retail Credit Week 
of lasting benefit to the community by encouraging credit 
buying and prompt payment. 























“The payment schedule set up is as follows: 


If the balance is: Payment will be at least: 


Under $ 50.00 $ 5.00 
Between 50.00 and $ 75.00 7.50 
75.00 and 100.00 10.00 

100.00 and 125.00 12.50 

125.00 and 150.00 15.00 

150.00 and 175.00 17.50 

175.00 and 200.00 20.00 

200.00 and 225.00 22.50 

225.00 and 250.00 25.00 


“Should an account have a balance of over $250.00 
the payment will be one-sixth of the balance. 

“When opening new accounts the interviewer will put 
emphasis on the required monthly payment to be made 
in accordance with the schedule. 

“In comparison to our original CCC account, for 
example Mrs. X had a $90.00 limit. She had to keep 
purchases within the limit and her payments at $15.00 
per month. Now, under our Flexible CCC Account, if 
Mrs. X has a balance of $90.00 her payment will be 
$10.00 (in accordance with schedule) and, in addition, 
she need not keep within the $90.00 limit but can in- 
crease her balance in accordance with credit needs and 
make monthly payments in accordance with payment 
schedules. 

“Payments are due 15 days after billing date and the 
service charge is one per cent of the unpaid balance. The 
credit department may establish a limit if the file infor- 
mation or past dealings justify so doing. 

“Regular monthly accounts may be transferred to CCC 
as in the past. In the case of transfer the customer is 
asked for her Credit Plate so the number may be changed. 


As all accounts are numbered there is always the danger 
of the customer having two credit plates and in such 
case control would become impossible. 

“In every case the interviewer estimates the limit or 
evaluates the customer’s capacity. This does not mean 
it is necessary always to talk to the customer about it. In 
many cases the customer will volunteer the information. 

“Our CCC statements have been changed. They are 
still blue as in the past but have a notation on the front 
to turn the statement over for the payment schedule 
which is printed on the back. Shown below is our 
new customer statement. 

“*We believe customers will like this revised CCC 
account as it will not be necessary for her to stop at 
the credit office after her visit to open the account; also 
it will not be necessary for her to keep track of her 
purchases as there will be no set limit. All that is 
necessary is for her to make her payment in accordance 
to schedule.’ 

“T suppose the little over five months we have been 
in the plan is insufficient time to say exactly just how 
much more business this type of account will produce, 
but we feel confident it has helped to produce an in- 
crease in sales. And as for collections, we have continued 
to increase our collection percentage ever since we 
changed over. 

“The file clerks are alert to ‘pyramiding’ accounts. 
We are using a bright yellow flasher card to signal 
these accounts. We have at the printer’s a new appli- 
cation that will be used for either type of account just 
by checking the type desired. Shown on the opposite page 
is the center spread of the fold-over publicity piece sent 
to our customers describing the plan. kik 
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Jum te NATIONS CAPITALS 


JOHN F. CLAGETT, Counsel, National Retail Credif Association, Washington, D.C. 





Joint Economic Committee Investigates 
“Tight Credit” and High Interest Rates: ‘Tight 
money supply and high interest rates was the subject of 
a two days’ investigation by the Senate-House joint com- 
mittee, December 10-11, 1956. Members of the com- 
mittee in attendance were Congressman Patman (D. 
Tex.), Acting Chairman, and Senator O’Mahoney (D. 
Wyo.). During the testimony of William McChesney 
Martin, Jr., Chairman of the “FED,” it was apparent 
that Mr. Martin was called for the purpose of defending 
—if he could—the Board’s actions in raising discount 
rates six times since April, 1955, to 3 per cent. Mr. 
Patman stated that tight credit and high interest favor 
banks and big business, and “you are jumping on home 
builders, small business, and farmers”; that prices of 
state and municipal bonds have declined and interest 
rates required to float school bonds have drastically in- 
creased. Congressman Patman and Senator O’ Mahoney 
tock the position that the FED, in effect, was “in op- 
position to our educational system.” Said the Senator, 
“Make your first consideration sound people rather than 
a sound dollar.” Mr. Martin got down to some hard 
realities in effectively answering this line. He stated 
that as a nation we are trying to do too much too fast; 
that the nation’s labor and materials are fully employed 
and that easier credit would only depreciate the dollar; 
that extra demand for money created by reducing its 
cost would increase prices of materials and perhaps be 
costlier still for school construction. 

Elliott V. Bell, former New York State banking 
superintendent, now publisher and editor of Business 
WEEK Magazine, said that the Federal Reserve’s general 
credit restraints have not “touched the driving force of 
the boom” which came from business spending for plant 
and equipment, which expanded 22 per cent in 1956. 
According to press reports, he urged consideration of 
selective controls over instalment and special types of 
credit. Chairman Patman commented that while the 
FED is a mere agency of Congress, it was more powerful 
than Congress itself. Chairman Martin, who was 
flanked by five of the six other Reserve Board governors 
and five Reserve Bank presidents who make up the 
System’s Open Market Committee, indicated that the 
current economic prospects warranted no change in the 
Board’s policy. 


Chamber of Commerce of the United States 
Views Business and Legislative Outlook for 
1957: On December 6, 1956, the National Chamber 
at Washington held its 3rd Annual Symposium on 
“What’s Ahead for Business in the First Half of 
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1957.” Participating were executives of twelve trade 
associations speaking on four major areas—food and 
agriculture; construction; distribution; manufacturing. 
The panel on distribution included association executives 
speaking with respect to the automotive industry, depart- 
ment stores, and consumer credit. For the latter the 
speaker was William J. Cheyney, executive vice presi- 
dent, National Foundation for Consumer Credit. Emer- 
son P. Schmidt, director of economic research for the 
National Chamber, made an over-all summary at the 
conclusion of the two-hour session. His ultimate con- 
clusion was that “we view 1957 with mild, cautious 
optimism.” With respect to the vital money and credit 
area he said: “The determination of the Administration 
to try to preserve the value of our currency and our 
life insurance and other dollar instruments is based on a 
flexible policy of sound money. As the threat of serious 
upward price pressure abates, the FED will return to 
policies designed to foster growth in the money supply.” 
He noted that one of the most important considera- 
tions in looking into the future is, “what the new 
Congress does in such areas as tax relief, labor legisla- 
tion, the Hoover Commission recommendations, foreign 
aid, farm programs and federal aid to school construc- 
tion.” 


A Statement Concerning Stand-By Credit 
Controls: William J. Cheyney expressed an informed 
opinion on this subject in the November, 1956, issue 
of Nation’s Business. In addition to featuring the 
“outlook” for 1957, his statement is a lucid exposition 
of the function of instalment credit in our modern 
distribution system. In his question-and-answer presen- 
tation, Mr. Cheyney was asked: “Do you expect the 
next Congress to be asked for stand-by controls?” and 
“If Congress is asked to approve stand-by legislation, 
what is the probability that it would do so?” 


I should not be at all surprised. 

There are those in both political parties who have for a long 
time felt that the permanent power to regulate consumer credit 
resting in the hands of the Federal Reserve would have a 
salutary effect, if no more, on the economic picture. At the 
moment I believe the Republican Administration is not in- 
terested in asking the Congress for these powers although the 
President mentioned the matter in his economic message early 
in 1956. He actually, however, only requested a study of the 
consumer credit situation. 

The study is now under way and there are those who feel 
that it will be used by advocates of permanent stand-by legisla- 
tion in this field as a means to persuade Congress to act. 

I think Congress will be slow to saddle the economy with a 
potential threat of Regulation at the consumer level—barring 
war or near-war emergency. 

A lot will depend, of course, on whether or not the current 
study by the Federal Reserve should unearth some startling new 
phase of the situation which none of us expect. 
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aa ® Figures for October. .°Includes 30—60—90-day accounts. 
Consumer Credit for October above September, and approximately $230 million above the 
i 7 ‘ monthly average for the fourth quarter of 1955.—Federal 
long CONSUMER INSTALMENT credit outstanding amounted Reserve Board. 
credit to an estimated $30,811 million at the end of October, an 
ive a increase of $104 million from September 30. Increases in Departm or edit fo to 
t the October 1955 and 1954 were $266 and $78 million, respec- partment Store Credit : October 
t in- tively. All major components of instalment credit increased INSTALMENT ACCOUNTS outstanding at department 
h the except automobile paper which showed a decline, primarily stores increased slightly in October, when some rise is usual, 
early seasonal, of $55 million. Total short- and intermediate-term and were 16 per cent above the year-ago level. Collections on 
of the consumer credit outstanding amounted to an estimated $40,196 instalment accounts amounted to 15 per cent of balances out- 
million at the end of October. This was $122 million above standing on the first of the month, the same as for both a 
» feel September 30, and $3,623 million above a year ago. After month ago and a year ago. Charge accounts receivable in- 
gisla- allowance for seasonal factors, the increase in instalment credit creased 4 per cent from the end of the preceding month, and 
outstanding amounted to $187 million in October. This was were up slightly from a year earlier. The October collection 
ith a above the $73 million increase in September but considerably ratio is estimated at 47 per cent, 3 points above a month ago, 
irring below the average monthly increase of $383 million in the but the same as a year ago. Sales of all types increased mod- 
fourth quarter of 1955. Seasonally adjusted extensions of erately from September to October—cash sales by 8 per cent 
srrent instalment credit amounted to $3,370 million in Octeber, an and credit sales by 9 per cent. Total sales were up slightly 
y new increase of $210 million over September. Seasonally adjusted over October, 1955, reflecting increases in credit sales offset in 
repayments, estimated at $3,183 million, were $96 million part by a slight decline in cash sales.—Federal Reserve Board. 
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Ontario Petroleum Group Meets 


The Ontario Petroleum Group is an organization de- 
voted to the education of members actively engaged in 
credit work in the petroleum industry on the Province 
of Ontario. All members of the group are members 
of the National Retail Credit Association. At the 
November meeting the following officers were elected: 
Chairman, R. S. Manifold, McColl-Frontenac Oil Co., 
Ltd.; Vice Chairman, P. W. Harper, Canadian Oil 
Companies, Ltd.; Secretary-Treasurer, C. §. Gartlan, 
Imperial Oil, Ltd.; Chairman, Program Committee, D. 
Blake, Canadian Petrofina, Ltd.; Chairman, Statistical 
Committee, G. W. Smith, British-American Oil Co., 
Ltd.; Chairman, Legal Committee, D. Telfer, Regent 
Refining, Ltd.; Chairman, Bylaws Committee, C. Boyes, 
Supertest Petroleum Corp., Ltd.; and Chairman, His- 
torical Committee, D. MacLaurin, Shell Oil Co. of 
Canada, Ltd. 


Quebec Celebrates Tenth Anniversary 


The Quebec Credit Granters’ Association, Quebec 
City, Quebec, celebrated its tenth anniversary at the 
Knights of Columbus Hall recently. Over 250 guests 
representing finance, banking, and credit granters of 
every field of activity attended. Past presidents as well 
as officers of the Association accompanied by their wives 
were seated at the head table along with His Honor the 
Mayor of Quebec City, Honorable Wilfrid Hamel, 
and officers of various firms, banks, and finance com- 
panies. Acting President, Louis Morin, chairman for 
the occasion, presented the guests, and spoke briefly on 
the merits of the Association. He was followed by 
Messrs. Rene Plante and Florian Ouellet, past presi- 
dents. Dancing until 2 a.m. closed this memorable 
event in the annals of the Credit Granters’ Association. 


Halifax Credit Granters Meet 


The Credit Granters’ Association of Halifax-Dart- 
mouth, Halifax, Nova Scotia, held their dinner meet- 
ing at the Lord Nelson Hotel, November 13, 1956. 
Items on the open forum discussion included: (1) Ex- 
penses—lowering the cost of operating a credit depart- 
ment. (2) Promotion of new accounts, getting more 
business from existing accounts and reviving inactive 
accounts. Another item of business was the appointing 
of a committee to investigate and analyze collection 
laws of Nova Scotia with a view to changes to the 
advantage of creditors. 


“Well Done, Prairie Division” 


On October 22-23, 1956, the Second Annual Consu- 
mer Credit Conference of Region Seven of the Asso- 
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ciated Credit Bureaus of the Pacific Northwest, the 
Associated Credit Bureaus of Canada, Prairie Division, 
and the Credit Granters’ Association of that area was 
held at Regina, Saskatchewan. From all reports this 
was a most successful conference. The proceedings 
opened with an address by Mayor Leslie Hammond. C. 
H. Williams of the Credit Bureau of Edmonton also 
spoke on the value of credit associations followed by 
M. W. MacPherson, Jr., whose theme was “Pity the 
Poor Lawyer.” Glenn Pitcher, executive secretary, 
Northwest Credit Council, Portland, Oregon, conducted 
the panel sessions, assisted by W. H. Martin, Regina, 
general convention chairman. On the second day the 
oil group and bureau managers met separately. Panel 
discussions were continued for the other groups and 
automatic and code reporting examined and other sub- 
jects dealt with in full detail. A banquet in the evening 
was followed by dancing until midnight. 

Other visitors were: Mr. and Mrs. K. W. J. Reid 
of Calgary. Mr. Reid is a director of District 10, 
N.R.C.A. Mr. and Mrs. N. K. Gateson of Oshawa, 
Ontario. Mr. Gateson is president of the Associated 
Credit Bureaus of Canada. Harold Kent, president, 
Credit Granters’ Association of Edmonton; and Carl 
McCutcheon of Lethbridge, president of Region Seven. 
Mr. and Mrs. Len McGee of Medicine Hat, Alberta. 
Mr. McGee is the newly elected president of the Prairie 
Division of the Associated Credit Bureaus of Canada. 
Don and Mrs. Anderson attended the banquet. He is 
president of the Regina Association. W. H. Martin 
acted as general chairman and did a splendid job. 

Banff, Alberta, has been chosen for the third con- 
ference next September to be held with members of the 
Associated Credit Bureaus of British Columbia. 


Regular Meeting at Regina 


The Credit Granters’ Association of Regina, Regina, 
Saskatchewan, held its regular meeting in the Prairie 
Room, Drake Hotel, November 27, 1956. The after- 
dinner subject was the automatic reporting by members 
of past-due accounts. Don Anderson, president, thanked 
all the members who contributed to the success of the 
Second Annual Consumer Credit Conference of Region 
Seven held in that city only a few days before the meeting. 


Annual Meeting Next February 


District Five of the National Retail Credit Associa- 
tion (Kentucky, Michigan, Ohio, Ontario, Canada, 
Illinois, Indiana, and Wisconsin, except Superior) will 
hold its annual meeting at the Sheraton-Brock Hotel, 
Niagara Falls, Ontario, Canada, February 23, 24, 25, 
and 26, 1957. Make your plans now to attend. Write 
the Credit Granters’ Association of Canada, 137° Well- 
ington Street West, Toronto 1, Ontario, Canada, for 
further information. See you in Niagara Falls. 
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“Tax Return” 


(Beginning on page 7.) 





pending on the earnings of the business and the amount 
of those earnings you may need to withdraw, there are 
certain tax advantages to be gained by incorporating a 
new or expanding company. 

Since proprietorship and partnership income is taxed 
at individual rates, which range anywhere from 20 per 
cent to 91 per cent, and corporation earnings are taxed 
at corporate rates of 30 per cent on the first $25,000 
earned during the year and 52 per cent on the excess, 
it might appear that if you have relatively low income 
the proprietorship-partnership rates are lower. How- 
ever, you must also consider that the corporate tax 
carries with it the privilege of deducting a reasonable 
salary paid to an employee-owner. ‘The employee-owner 
has to pay a personal tax on his salary, of course, but if 
he were not incorporated, he would have to pay-a per- 
sonal tax on all the money earned by the business. 

If the retained earnings ‘of the company are taxed at a 
corporate rate, which is lower than the personal tax rate 
would be, the employee-owner would benefit by having 
additional funds available in the corporation for expan- 
sion purposes. These funds may be accumulated in a 
corporation up to $60,000 without further tax penalties, 
and even higher if the corporation can prove a need for 
them. 





These advantages—while they may cut your current tax 
bill and increase working capital for expansion needs— 
can be lost if you have jumped into a corporation without 
first reviewing your own long-range cash requirements. 
If you are continually forced to withdraw money from 
the corporate earnings to pay personal expenses, you 


Delegate Registration, $20.00 


[] CWBC of NA City and State 


[] N.R.C.A. 


Will attend sessions of 


Registration Blank 


43rd ANNUAL INTERNATIONAL CONSUMER CREDIT CONFERENCE 
Miami Beach, Florida—June 16-20, 1957 
Guest Registration, $20.00 


Check Type of ER TI OAT er Po EN 
Membership 
(1 ACBofA icine wcesnctipnirnennencniemetenisms 


(] I will attend CWBC of NA Breakfast, Monday, June 17, 1957—7:30 a.m. 
Empress Hotel. (Cost Included in Registration Fee.) 


Mail Registration Blank with check attached payable to: 
INTERNATIONAL CONSUMER CREDIT CONFERENCE COMMITTEE 
c/o National Retail Credit Association 
375 Jackson Avenue, St. Louis 5, Missouri 


Admittance to All Meetings Will Be by Badge Only 


feorge Johns State Senator 


George P. Johns, Manager, Credit Bureau of Decatur, 
Decatur, Illinois, has been elected state senator of the 
28th Illinois District. The new senator has long been 
active in business, civic and political circles. He has 
managed the Decatur Bureau since 1939, served as 
President of the Associated Credit Bureaus of Illinois, 
Associated Credit Bureaus of America, Illinois Junior 
Chamber of Commerce and the Decatur Junior 
Chamber of Commerce. He is a member and former 
director of the Association of Commerce. He _ has 
served as a Director of the Community Chest, United 
War Fund, Council of Social Agencies, Boys Oppor- 
tunity Home, Macon County TB Association and 
YMCA. He is a private pilot and a member of the 
Illinois Board of Aeronautical Advisors and the Civil 
Air Patrol. He is married and has three sons. 





will have to withdraw these funds in the form of divi- 
dends. That means the corporation will have to pay 
tax on the earnings you are withdrawing as dividends, 
and you will have to pay tax on the dividends received. 
The “double tax” on earnings and dividends can nullify 
any tax advantage from incorporation when earnings 
must be withdrawn immediately as dividends. 

Many businessmen seek professional advice about tax 
matters as they do professional assistance with their golf 
game—when the slice has become almost unbearable. 
You can save tax dollars by realizing that business deci- 
sions made in the Fall affect the amount of tax you must 
pay in the Spring. Practice year-round tax thinking, and 
consult a certified public accountant when you are in 
doubt as to the tax effect of even the most routine busi- 
ness decision. kik 
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Please 
Pardon 
Our Pride 





EMBERSHIP dues in the National Retail Credit Association have not 

been increased in 37 years . . . they remain at five dollars per member, 

the amount established in 1919. We are proud of this. . . in a world in which 

the price of practically every item of goods or services has doubled, tripled and 
even quadrupled, our dues have remained the same. 


Membership has, of course, shown a gratifying and steady increase and 
this has substantially increased our revenue. We have expanded the sale of 
our books and supplies, which yields a modest profit. However, over and be- 
yond this, the loyalty and co-operation of our members has played an important 
and essential role. 


Our members, almost without exception, cheerfully and willingly devote 
their time and effort to National affairs. In The CREDIT WORLD, for 
instance, articles of outstanding merit regularly appear which are contributed 
without cost by our members and other interested persons. The “Credit 
Clinic” feature of The CREDIT WORLD also reflects the ready co-operation 
of scores of busy executives who are willing to give of their time and talents. 
This is true of the “Credit Department Letters” page and many other depart- 
ments. 


In membership activities, all over the continent, credit executives and 
credit bureau managers unselfishly give of their limited time to promote Na- 
tional growth. Our officers and directors are most generous in their acceptance 
of important assignments which are literally priceless in their influence. Our 
staff members, too, regard their work as almost a dedication to the cause of 
sounder credit conditions and gladly “go the extra mile” in carrying out their 
many responsibilities. 


And so, we point with pride to our achievements and sincerely pay tribute 
to all those who have enabled them to come about. As for the future, we look 
forward with confidence and shall continue to do our best to make our annual 
dues of five dollars the most productive investment any worker in the retail 


credit field can possibly make. 


General Manager-Treasurer 
NATIONAL Retait Crepir AssociATION 




















